


Never before in the silverware business! Such an exciting product! Such an exciting 
program! DeepSilver not only has inlays of sterling at touch-points of most-used forks 

and spoons...it is lavished with so much extra silver all over... only solid silver compares! 
A daring advertising campaign in LIFE... plus a revolutionary merchandising program... 
will establish DeepSilver quickly and firmly as the best silverplate buy in America! Write, 
wire, phone, now. Holmes & Edwards, The International Silver Company, Meriden, Conn. 
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Heaney Qiu B Piamonds 


Right in the heart of the European market we 




















have our own offices constantly combing 
the markets to bring you the best values 
in fancy cut diamonds available. That is 
why hard to find diamonds are always in 
stock at William Levine with prices that 
defy competition. Marquises, emerald 
cuts, pear shapes, triangular cuts and 
heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 
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Wiliam levine € ompany 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, Illinois 


Branch Offices: New York ° Antwerp 
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THE COVER 


A watch is more than a timepiece. 
Like so many other things, we toke 
watches for granted. But if you just 
consider what a marvelous little 
piece of machinery it is, your en- 
thusiasm, backed by your knowledge. 
will help you sell more watches 
To see in how many ways a watch is 
more than a timepiece and what 
this concept can mean for your 
sales, turn to page 58. (Cover and 
inside photograph of Patek Philippe 
watch, courtesy of The Henri Stern 
Watch Agency inc., New York.) 
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A short case-history of Duvet Custom 
Set which you should profit by. 












There's a lad who's real tough to sell (you know the type). He sums up every new 
technical achievement with two words, “Show me.” That's easy to do with Duet 
Custom Set rings. A two-year guarantee against loss or breakage of the diamond is a 


convincing argument. Besides, his fiancee is twisting his other arm. 


Gout Custom Ohi * the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE 

® MAKE ON-THE-SPOT REMOUNT SALES. 

® SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 


Write today for full particulars and the name of your nearest distributor 


KUSHNER & PINES INC. 15 West 47th Street, New York 36, N. Y. . 


Pat. Pend. 


J 
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KARLAN & BLEICHER’S 4 Great HOW 
DIAMOND SETTINGS 


Of the Jewelry Industry! 





Al every level of diamond 





merchandising, manufactur- 






er's, wholesaler's, retailer's, 






there's excitement about these 






wonderful new ways of mak- 






ing diamonds look more de- 






sirable! We are pleased to 






again have occasion to say to 






the Industry, “Leadership is 






what you have a right 'O @x- 






pect from Koarlan A Bleic her os 















4 small diamonds set on 

beneath the center diamond ? 
to amplify it to almost 
twice its actual 

size and brilliance! 


." f 1 ‘ ‘ 
Available in a tremendous selection of mount 10, 1}, or 12 melee ingeniously No. 195/4706 (Engagement 
, ring) 
ings, both conventional and lock sets os well as surround the center diamond to create gOS 
men's rings, this remorkable, new setting tokes the illusion ef feur times the ectuc! g ring 


center diamonds from 8-pointers to 35 points. See 
the remarkable effect and you'll learn why 
“Stellate’’ is doing a job of selling diamonds 


weight and about twice the spread. 
Everyone who has seen the effect is 
enthusiastic about ‘Spectaculight’’! 


NEW COMPREHENSIVE @?°e 













OD ~~. ‘ 
MAT SERVICE og A ee 
3 : 
Marvelous collection of complete, ready-to-sched ge * v {\@ : ay a 
= 1 - 
vie newspaper ads with diversified appeals, along ti ee “Ay a 
ee with a large assortment of individual product mats wee P > OX) 
now available in one big mat book. Retailers, CONTER 4% a » loons wae 
contoct your wholesaler for this tree mat book . @, ‘ ‘ais OLAMOND No. 192/4991/13 (Engagement 
i, ae ring). Me. 4591/13 (Wedding 
Age 0 ring). O02 to .O3 pt. melee 









> Creators, Desiqners and 
VManutae fuyre rs oT + ytect Ring fe nd fit] 


URLAN ¢ BLELCUER.I 


136 W.52nd ST., NEW YORK 19. 
OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO 






Man's ring Ne. 9073/2011/4 





A FACTORY IN YOUR HAND 


Conforming to the modern concept of industry responsibility, 





General Plate maintains manufacturing facilities geared to its 
customers’ needs. The jewelry industry, therefore, should find 
it a matter of interest that General Plate is continually expanding 
its facilities for the production of Gold Filled and Rolled Gold 
Plate. A jewelry manufacturer may feel that General Plate’s ~~ 
plant is, in effect, his own plant... an extra facility that goes 2 


one on which he can depend. Ss 


Or 
with every order ... one that will grow as his business grows... .o « aT 


METALS & CONTROLS CORPORATION = (iy co) ico 
GENERAL PLATE DIVISION - / ; 


wid F 


Look for the Mark 
GOLD FILLED 


Offices: ATTLEBORO, New York, Chicago, Los Angeles so, 18 or 14 Maret Geld Pitted or "0.77." 
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he Baker line of settings and findings 
is so comprehensive that the manufacturing 
jeweler will find in it everything he may 
need to produce the new pieces he is creating. 
It includes our newest emerald shape 
illusion settings that take round stones, a 
complete line of the conventional! high fishtail 
and illusion style settings, circlet, skeleton, 
pear! spread-base and crown, emerald shape, 
square and high settings with four cramps 
as well as Tiffany types. We make findings 
for one-piece to five-piece mountings both 
light and heavy weight, stone plates in plain 
and fancy shapes, bases, bezels and round 
and square tubing. All are available in 
jewelry palladium, 10% iridio-platinum 

and in gold. Besides these items we produce 
pins, joints and safety catches and solder 
for every purpose. 


ica Ka Fil 
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BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK + SAN FRANCISCO + CHICAGO + LOS ANGELES 

















[TS ALREADY THE ONLY PORTALLE WITH 


NOW!SMART NEW COLORS MAKE 


Stunning Mew PINE! V&LLOW/ 
TURQUOISE! CHROME! 2nd WHITE! 


You get colors that harmonize, colors that appeal 
colors that sell! There’s a smart new finish for 
every taste. And each enhances Mixette’s beauty 


But don’t stop with Mixette! Hamilton Beach 
gives you the trade-up advantages of the widest 
selection in mixers. And the proved and tested 


of design to the utmost! Mixette gives you every quality of every one of them is dramatized by 
advantage... wonderful tested balance to end the only 5-year guarantee in mixers! Order a 
wrist strain finger-tip control... new, complete stock from your distributor! Make the 
longer beaters. And for a real sales-closer—it’s biggest selection and the longest guarantee in 


the only portable with a 5-year guarantee! mixers pay you! 


New Thumb-Dial Switch New Deep Beaters New Beater Ejector Stands on End Handy Wall Bracket 
Controls 3 speeds. Handthat Reach bottom in any bowl; Positive ejector pushes beat- Flat base holde Mixette Holds Mixette when not in 
insure quick blending ers out for easy cleaning steady for easy draining. use. A great space-saver! 


TAKE FULL ADVANTAGE OF 


THE ONLY 5‘YEAR GUARANTEE 


FULL PROFIT 


holds Mixette sets apeed 





Home Drink Mixer 


Makes real soda-fountain drinks! Once 
kids see it, they keep coaxing. Because 
bow! control action beats everything. at home, everyone makes the kind you 
New Mix Timer (optional at $4). Re eat with a spoon, in any flavor! Retail, 
tall, $39.95, white; chrome, $10 more $22.00. 


New Food Mixer 


Ends “hit-or-mise” mixing. Combina- 
tion of new, finer-blending beaters and 


New Liqui-Biender 


Has new “Cut-'n-Fold” action that 
blends faster, cuts finer, for the quick- 
ent, ensiest food-fixing ever! Two 
apeeds, no-eplash top, Retail, $39.80, 
white; $44.80, chrome. 
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A S5VEAR GUARANTEL/ 


MIXETTE MOST ATTRACTIVE ! 


























NN $9150... 
MARGINS, OF COURSE/ adden broths and 


S) >, 1 | 
Att ys” > TT 
~—i Made ‘a . 
/ | tongs: 700 poy tm Benes, tien om New xe S 
j ] elias "99 signs FPO ge MAPS 0p ‘to | 
os | ing 0nd ing "4 gue, es 
/ : ~ “nly Psp the te 
= Mintel re RETAIL 
 - — we p~ $]Q50 white, pink, 
/ Py ~ . i turaqvuelise, yellow 
) LPP rina, “ 
iN GIFT BOX 
inctudes bracket and 
| 4 eS pote. Hamilton Beach Co., Div. of Scovill Mig. Co., Racine, Wis 





New Mixing 
Center Display 
Flashes attention to the 5-year guar- 
antee, and the most complet e selection 
in mixers. Fits 14'4" x 40'>" space; 
only 29° high. Order from your dis- 

tributor 


' 
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NOW, FROM THE WATCHMAKERS 


MODERN MERCHANDISING 





hou can use this full-color display just as shown here-—or better yet, dress it with actual watches m your stock 
The central unit measures only 16° by 16°. With this display you ll recetve two sales aids — booklets on self-winding 


watches and chronographs —and a 5," by 4” slogan card (see page opposite). 
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OF SWITZERLAND __ 


FOR THE MODERN WATCH 









This is the fast, sure way fo sell a profit- 
making idea—’’Modern watches for modern living” 


New prospects are right outside, right 
now — walking by your store all day, every 
day. How do you get their attention and 
convert interest into new watch sales? 

A big part of the answer ts right here 
the 1956 Special Feature watch display 


designed for you by The Watchmakers of 


inventory at intervals to give extra life and 
interest to your window—and bring in extra 


trathc, too! 


Most important—you have an exciting, 
attention getting show case tor the fine Swiss 
jeweled-lever watches you carry. Use it to 


highlight one type of watch for one period 








Switzerland. of time; then, another type at another time! 


This new, full-color display is valuable Or, show all eight of the basic watch types. 


because it's versatile. You can match the You can even use the display by itself! ‘These 


watches you have in stock with the corre are the ways your customers will get an op 


sponding cards and streamers for a truly portunity to see all the miracles that make 


eflective selling job. You can change this Switzerland — the land of time! 





HOW TO ORDER THE 1956 DISPLAY 


Soon, you will receive a special order card from [The Watchmakers of Switzerland, Simply fill it 
gut and drop it in the mail. (The card is self-addressed and postage-paid.) Your display and extra 


free material will be sent to you as soon as possible. 
Order right now and receve an extra added bonus! With your display you will find enclosed : 


a unique sales aid that shows your customers eactly 


1. The Swiss Self-Winding Watch 


how the amazing self-winder actually winds. 


ya The Main Types of Chronographs — another handbook to show customers! It explains the 


important types and styles of chronographs made by The Watchmakers of Switzerland. 











let your jeweler be your guide” 


“For the gifts you'll give with pride 
(THIS FAMOUS SLOGAN ON A CARD WILL BE SENT TO YOU WITH THE DISPLAY, TOO!) 


¢€ OFA, 
- 


if . 


Z 
¢ OF SWITZERLAND 
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You can sell more 


of anything if it’s 


advertised in 


STOCK AND FEATURE THESE POST-ADVERTISED PRODUCTS. YOUR BEST 
CUSTOMERS KNOW THEM...WANT THEM... AND WILL ASK FOR THEM 
Kay Jewelers 
Keepsake Diamond Rings 
Krementz Jewelry 
Longines Watches 
Omega Watches 





Artcarved Diamond and Wedding Rings 
Barbara Bates Jewelry 

Benrus Watches 

Community Silverplate 

Croton Watches 

De Beers Diamonds 

Eigin Petite Watches 

Feature Lock Diamond Rings 
Forstner, Inc. 

Gold-Filled Mfrs Assoc. 
Gorham Sterling Silver 

Gruen Watches 

Hamilton Watches 

Helbros Watches 

Hickok Accessories for Men 
Holmes & Edwards Silverplate 
Imperial Pearl Syndicate 
International Sterling 

Jewelry Industry Council 


lhe Saturday kvening 


POST 


Sentinel Clocks and Watches 
Seth Thomas Clocks and Watches 
Shields Cuff Links and Tie Clasps 
Swank Jewelry for Men 

Timex Watches and Clocks 

Topps Watchbands 

Towle Sterling Silver 


Union Carbide & Carbon Corp., 
Linde Star Sapphires 


Vulcain Watches 

Wallace Silver 

Watchmakers of Switzerland 
Westclox Ciocks and Watches 
Zippo Cigarette Lighters 


eo 


1>¢ ah — gets to the heart of America 
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COAST-TO-COAST 

REPRESENTATION 

SHOWROOMS 
CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELESBrack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St 









) 





0 








mlela(-xelUlarere(= 
* e 


b a S. = " 





#5923 Vase $21.00 doz. pair #1379 $21.00 doz. pair 


Gay dancing sprites bedecked in glittering gold and black 
on white porcelain. Hand decorated — about 9” tall. 








’ 
> ! q 
+8823 $24.00 doz. pair | a oe 


a 


WRITE FOR OUR CATALOG 


A Sells... Ki Lyf GEO. ZOLTAN LEFION, Imports 


All imports are shipped: 





NEW YORK SHOWROOMS MAIN OFFICI T | SHOWROOM 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or Suite 1129 LA: Meréhandise Mart 
f 7, 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 225 Fifth Avenue Unicag 











MOW LIFE FITS YOUR MARKET 


There are 7,350,000 family units with incomes 
of $7,500 or more in the U.S. 


More than 38%" of all persons’ 
in households with incomes of $7,000 or more 
are reached by an average issue of q : F F 


In no other medium can an advertiser start with so large a share 

of the market and be sure he’s getting it. This is one of the good 

reasons why advertisers—for the past 9 years—have kept put- 

ting more of their advertising dollars in LIFE than in any other Vien wanes of ane or over. 
magazine. LIF E's total audience of 26,450,000* weekly is larger ‘A Study of Four Media, by Alfred 
than that of any other magazine. Politz Research, Inc. 
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Settings» Shanks 


_ PLATINUM- PALLADIUM 









2 Kany 117-4 118-3 
[Oe Py ea COO 
, 116-5 1123 
Kit 6O Ke SEND 
1124 1126 1137 SERIES 800 



















nl 
115-4 Ww s i ene —— 
— rite for Free Illustrations 
; | of Various Styles 











L SERIES 440 








of, Y; ae 
AGAR) Accuracy 


ase 


KARAT =» «REFINERS & SMELTERS . _ JWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


For Best Results Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. ©® Phone JUDSON 2-3095 ® New York 19, N. Y. 
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Here’s what one watch manufacturer 


maT Aw Pt tT ON 


is doing to increase 


watch sales f or Je welers 


You'll sell more watches when your customers deliberately to accelerate watch sales by stimu- 
see the need for a better, newer watch than lating NEW MODEL interest in watches. This 
the one now on their wrists. program will create more watch prospects. 


That's the kind of watch Hamilton has de- It will create more store traffic. More sales. 

° ‘yy’ - : ’ 7 0) e : . , . (ig we : > ! 

veloped for vou. It's the new TIME ZONE More profits. For jowe lers, exclusively! 
watch that renders a new, and needed, service. The advertisement at the right is the four- 


lt's the first ever to tell time in all zones, at color send-off of this new Hamilton campaign 


a glance. Replacement sales generated by It will appear in five powerful consumer pub- 


this new model, and the Hamilton promotion lications read by your best prospects and 
+ 


hehind it, will all go to jewelry stores. For customers: 


Hamilton is the one watch manufacturer who 
. . . . ba) rae 
produces business exclusively for jewelers. Collier's Look lime 


Hamilton is investing hundreds of thou- Phe New Yorker National Geographic 


sands of dollars in a new program designed with combined circulations of over 12,285,000 


Hamilton is the only national watch brand you, as a jeweler, can promote with the knowledge 
that you--and only you~will reap the rewards. Write the Hamilton Watch Company, Lancaster, 
Pennsylvania, for help in tying-in with the big TIME ZONE watch promotion. 
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WHAT TIME IS IT IN SAN FRANCISCO WHEN IT’S 12:12 IN MINNEAPOLIS? 


New Hamilton watches tell what time it is anywhere in the US8.- at a glance / 


Before you call San Francisco, New York the newest, most str iking watch on the Hour hand shows time in tone you live in. Example 
4 ’ if Cc } ) ’ vu j j 
or any city in between — your Hamilton market. They re built to Hamilton stand t's Central Zone, and hour hand shows 12:12 
E marker shows !'12 in Eastern Zone "MM 

lime Zone watch tells at a glance what ards of supreme And 


‘ raftsmanship marker (tt:12 in Mountain Zone P’' marker. 10:12 
time it is there. AS well “as where vou are thie VYreat vout Hamilton jeowe ley - now! n Pacific Zone G marker 6:12 in Greenwich 


You don't have to add or subtract to know Hamilton W atch Company | ancastes Engiand One giance tells the time anywhere 
whether your man is likely to be in his Pennsvivania 


ofhee o1 lant. out to lunch. or at home ‘ ‘ 
Left The Trans f ontinental | self winding 
" . | | 
And while vou travel, these great new shock-resistant, waterproo! IOK gold-filled 
~ - — - pia’ \ thy Ti , 
Hiamiltons tell you local time wherever ‘ taint teel bach vit had 


$95. With I4K gold case, $145 


Votlare if the [ » kven in | Urope they 
tell Jocal time. At a glance — without re op. The Cross Country OK gold-filled 
setting — without computing! Case. Stainless steel back, Shock-resistant 


“trap $4) 4) With « Kpaneion band, so) 
Phe v re a must tor every mode ri exec 


itive for every man. in tact who wants 


FOR MEN ANU WOVEN FROWN 








Like father — like son 


Making insignia pins for boys? Then cash in on the romance of 
recognition by using Ballou clutch fastener (#56). Yes, this is the 
very same fastener that millions of soldiers used during World War II 
on their collar emblems . .. and when their sons find one on a member- 
ship pin, even the “box-top” variety, they recognize it, with pride 
as strictly G. 1! 

Capture this romance of recognition and profit from it. At a cost 
of less than 1¢ each (in quantity) you can give your customers one 
of the best fasteners in the world. . . one that will hold an extra thrill 
for youngsters. 








FINDINGS 


Sold to the manufacturing trade 


B. A. BALLOU & CO. INC., 61 PECK STREET, PROVIDENCE 2, R. I. 





customers are reading about... 


DIAMOND RINGS 


Advertising now appearing in: 


LOOK 
seventeen 


TV STARS PARADE © MOVIE LIFE 
MOVIE STARS PARADE © MOVIES 
PERSONAL ROMANCES 
INTIMATE ROMANCES 


gives your customers more... 
larger diamonds; brilliant, modern styling; 


written guarantee; popular prices and 
exchange privilege. 


gives you more... 
more sales, greater profits and less over- 
head — with a streamlined sales program 
designed for today’s competitive selling. 


Merchandised through 


Window and in-store displays Newspaper mats Neon signs 
Guarartee certificate Direct mail Special gift offers 
Folders Exchange privilege Special ring boxes Promotions 


For information about a Starfire 
franchise in your area write to: A. H. POND CO., INC., SYRACUSE 2, N. Y. 


for Marce, 1956 17 





NEW rrom J-B...and only from J-B 


the first multi-size 
ladies telescope 
absolutely...but 





A marvel of ingenuity, the new J-B telescope is fast... easy 
...$afe...secure. An exciting J-B origination, it is unlike 
any other you’ve ever seen...simple, strong... miles ahead 


of anything ever created by any watchband manufacturer! 





And what a way to cut inventory! You need stock no shorts, 
no longs, no in-betweens...one size does it. You can cus- 
tom-fit on the spot...speed sales... give quicker customer 
satisfaction. And remember — these bands are not only thor- 


oughly practical, but exquisitely styled as well! 


Don’t wait! Call or write your wholesaler now. See these J-B 
telescopes promptly! You'll miss sales if you miss out on the 


year's most needed new development in watchbands! 


More exciting news from J-B next month! Watch for it! 
And remember: for richer profits, remind your customers to 
“enrich the beauty of your watch with a watchband by J-B!” 
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dthats 
















EASY...WATCH! 


1 Holding band firmly between thumb and forefinger, insert point of 
tool into hole of link stamped “Multi-Size” and push down, away from 
end (arrow). Repeat for other links to be removed. 


Bend links in direction of arrows to disengage. Link is now removed 
as shown in figure A. 





To reassemble, hook links and push together. Links are now in position 
o be locked securely. To lock, spread links as in figure 1, insert point 

to b lo h d me I ely | ) l , “| i ! ks as gur ] » | JACOBY-BENDER, Inc. 
of tool and push in direction of end of bracelet (arrow) until slot stinitnennsi: Miniinsitiah ah iataih iabiaoas 
will click into safety groove. Woodside 77, Long istand, W.¥ 
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HAND CARVED 


RMAAE 
\WAZLAS 


WATCHED WEDDING TING SETS 


for everlasting loveliness 
The touch of beauty that separates Bare! Bridals 
from ordinary aces lelale rings begins on the 
drawing board of designer Fred Barel, inter 
nationally renowned for his unique creativeness 
From there to craftsmen who interpret and carve 
these designs carefully and painstakingly by 
hand. Thence to a mirror-finish polish that pre 
serves and accentuates all the beauty and 


originality that is truly the Barel Bridal 


Ask to see our full line of BAREL BRIDAL Matched 
Vs" Kireleltate Rings 


the first faatelias of people who 
a Tellamellad tly te the Retaile: 


desire beauty and quality above all else 
ny the Manufacturer 


The Bare! Trademark , 4s 


shank of every ring 


stamped in the 


assuring you of a Genuine 


Mats available tree upon request : 
’ Hand Carved Oriaqina! 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY. ING. . 
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Outwears 
rolUti-l-Tulel wast 
Outshines 


all ordinary 











expansion for- Taler-} 





the revolutionary 


FORTEX 


z 





f 





4 4 | ayy 
/f a A, / Z 
Ar? VASA A275 FY 
f A Z tA : f ( 4 7 Z A. ( A 
Jf — 
f 


£ 


Forstner presents the first truly new advance in watch bands 
since the invention of the expansion bracelet. Fortex-5, a 
band of unparalleled beauty, revolutionizes watch band sell- 
ing because it eliminates all troublesome repairs. . . guar- 
antees a satisfied customer every time. It's the only watch 
band ever to bear a five-year guarantee! 


Already, Fortex-5 is moving — but fast — across the nation’s 
leading jewelry counters. It will be supported with a sweep- 
ing national advertising campaign — in top magazines and 
television. Plus a unique co-op advertising plan. Plus free 
illuminated window displays and counter units. Plus a com- 


prehensive mat service and a raft of dealer aids! 


Theres no time to lose! Contact your Forstner distributor 
now! 


Gold-Filled, $12.96'"' Stainiess Stee!, $8.96 
G — 1/20-12 Kt. Gold Filled tops, Stainless Steel backs T — All Stainless Stee! 


YOUR BUSINESS 


WILL THRIVE WITH Tovelaek. 


FORTE X » peices eR 4 


Forstner, Inc., Irvington 11, N ] 









DORMEYER MAKES 
SELLS MORE 


6 HOT SELLERS FROM ‘17.95 TO *55.95 









THE MIX-MAID 9-speed mixer ALL CHROME SILVER-CHEF. POWER-CHEF in white enamel 
with all juicing attachments. First all chrome mixer. Food grinder with food grinder and juicer. 


Medel 7700 $29.95 included. Model 4300 $55.95 Model 4201 $47.50 


Cash in on this FASTEST SELLING LINE! 


It’s safe to say that you can sell a Dormeyer Mixer to any customer who 
wants real mixer value. Whatever the popular price range 
... Dormeyer has just the Mixer for the pocketbook ! 


















And when you remember that all the Dormeyer Mixers are quality-built . . . 
guaranteed for finest performance... you can easily understand why Dormeyer 
sells more Mixers than any other manufacturer ! 





Call your Dormeyer man today. Cash in on faster turnovers .. . easier selling 
MARVIN ALLESEE 
thee Mine aiii nied ... and bigger profits with the biggest mixer line on the market! 
Director of Soles 
Ay,» 
All Dormeyer appliances are factory guaranteed. \ lis 
4 


DORMEYER CORPORATION 
CHICAGO 10, ILLINOIS 


99 THe JEWELERS’ CIRCULAR-KEYSTONE 


oo ome 
















MORE MIXERS... 
MIXERS .. star any other maker! 


..» MEAN MORE SALES FOR YOU! 





NEW MIX-WELL with food grinder, NEW SILVER ““DORMEY"’. Aji THE “DORMEY”. White enamel 
all juicing attachments at a new low chrome portable mixer. 5 full-pow portable mixer. 5 full-powered 
price. Model 5100 $38.50 ered speeds. Model 7600 $21.95 speeds Model 7500 $17.95 


A Nationally Televised LEADER! 


The Perry Como 


Mothers Day Special? 


+! Heres selling right on 





aw vou like } 
Here 8 promotion the way 9” over a vast 

' Show vo ) 
» Perry (Lomo nf ls all its 
2 = ee demonstrates yank 
Ors. OMes - 

900,000 fh 
sa eae to more than 10,0" ‘vertising See your 
kitchen apphance® 0 hard sell ac Aek him now about 
, ‘ 4 s 
Tie-in with a display® and literature ~ or appliances the 
. . R-C f : 
the SILVE 


fastest selling line 1" the bt 


—— ae ee. 


your level ' 
' Saturday nights 
NBC-TV Network . 


‘ 
si nes= 
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"SPARKLE é.21e~_____ 


the first new idea in ring top design in 25 years. 


*SPARKELE .is different 


a completely new safe and simple approach for setting center stones. 


*SPARKLE .is beautiful 


the center stone appears suspended in mid-air so that all 
the brilliance and beauty of the diamond is dramatized. 


*S PARK LE .is versatile 


no other top is available in so many sales-producing ways. 


ee le a 
As a locked set (96%) , or unlocked rs ‘ 
e a id 7 0 


as a melee top ¥25) , with interchangeable 


heads ye that click into sae and cannot shift or turn. 


More than 300 styles to choose from...literally millions of combinations 


possible. You can order "SP. A RRKLE through your wholesaler. 


icon boy tom ea tom I, ROSKIN COMPANY, svc 


21 West 46th Street, New York 36, N. Y. 


"Patent Pending 
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Palladium profit pointers ...one of a series 











...and lightness in jewelry means more comfort for the wearer! 


Your customers want palladium earrings because they And your customers appreciate palladium’s light 

do not feel heavy on their ears. weight all the more because they are also getting an 
They appreciate the fact that light palladium brace all-precious jewelry metal 

lets do not hang as heavier bracelets do Put a palladium earring...or any other piece of 
They like palladium brooches not only for their palladium jewelry ...in a woman customer's hand. Let 

white, sparkling beauty... but also because their light her feel its lightness for herself 

weight does not sag clothing. She'll see the point. And you'll make another sale. 


Palladium is modern... white... light... strong . 





all- precious ... easily worked... nationally advertised. 


PLATINUM METALS DIVISION * THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, 
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U.S. STEEL’S NATIONAL PROMOTION WILL 
All wedding and shower gifts made of steel 


HERE'S WHAT U. S. STEEL IS DOING TO MAKE HERE’S WHAT YOU DO TO TIE-IN 
“OPERATION SHOWER” WORK FOR YOU WITH “OPERATION SHOWER” 


Coast-to-coast advertising 4-color, 2-page ads Use the promotion symbol and theme in your newspaper 
in The Ladies Home advertising, on radio and TV, and through direct mail. Let 


wa“ J gy ten ‘a A a your customers know that you have steel gifts for the bride. 
in aeai a e 


Spring and Summer Plan window and store displays featuring steel wedding 
and shower gifts. Be sure to use the display materials pro- 
vided in the free promotion kit—tags, hangers and cards. 








yy Use U.S. Steel's special 13 minute movie on how to plan a 
Mary Kay and 3. 4] steel shower. You can sponsor it on TV or use it to show 
Johnny on TV—The € ne ‘ , , 
United States Steel : | at women’s clubs. Complete information on how to get this 


Hour ~ . 4 film is included in the promotion kit. . 


A special promotion kit In every way you can—take advantage of the customer 
. display materials, preference for steel gifts for the bride being created by U.S. 


radio and T'V commer Steel’s national advertising. 
cials, newspaper ads, 


merchandising idea 
book. 


UNITED STATES STEEL Pittsburgh 30, Pennsylvania 
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your sales umbrella this Spring! 























HELP YOU SELL STEEL GIFTS FOR THE BRIDE 


are included—you name the product and brand 


2 oe eee ee ee ee ey 
JC-36 


Robert C. Myers, Director 
Market Development Division, United States Steel 
525 William Penn Place, Pittsburgh 30, Pa. 


SEND FOR THE 





Please send me the free ‘‘Operation Shower’’ Promotion Kit. 


PROMOTION KIT , Nom... 
It has what it takes Na 
to make the most 
SN a See ec tet eeeWees i eer State 


of “Operation Shower” 


27 
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TAG ON THE WINNINS<RIDE...- 


tan 
ft hy it LL i 


Wavis | 


WHITING 
& DAVIS 


n business, the game of tag is no child’s play. 
It’s an adult game of profit or loss, and winning is pre-determined 


by the reliability of brand names. 


A piece of jewelry tagged with the Whiting & Davis name is genuine. 


Its imitators cannot keep up with its unfailing high quality. 


That’s why the Whiting & Davis tag has marked the winners for 79 years. 
WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINCE 1876 
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Deal #1 


.. includes 36 Waterman C/F* sets and 12 C/F 
pens in three price ranges, from $13.75 to 
$22.50. Your graduation extra is a cool $50.00 
that can be spent in local advertising to step 
up sales and increase store traffic. 





ad new 


degree un Deal #2 


..includes 3 dozen Waterman C/F sets 
in various price ranges, Regular discounts 
apply. In addition, there’s an extra $35.00 
that, turned to advertising, can 
double and redouble your sales! 


if ~~ ~~ | 


graduation 
profits 
with these 
ete 
deals ! 


The deals shown here are 
the most attractive of 
their kind ever offered 
to the pen retailer. 

They not only give 

you a solid discount 

(the best offered by 

any pen manufacturer) 
but allow you a liberal 
allowance for promotion, = ///!!: 
to spend as you please, Mit 
in your local market. The Tet 
deals start any time after _ 
January lst and continue to 
March 30th, 1956. Waterman, 
of course, furnishes you with 
any ad mats you may need 

in various sizes. 








Deal #3 


.. includes 2 dozen Waterman C/F 





sets in two price categories. You get 
your usual whopping discount and a 
$15.00 promotion allowance to 






spend as you see fit, 








Waterman Pen Company, Inc. 
Seymour, Conn. 







Please have your representative call. | want to 
know all about your 3 new deals 





These deals are open to 
Waterman Franchised Dealers 
only. If you’re not in that 
select circle, it’s high time 
you were. But either way, 

fill out the coupon and 

send it in today! 


*Patent applied for 


WATERMAN PEN COMPANY, INC. 


Seymour, Connecticut 








Nome 







Name of Store 


Address. 








City uhone... State 
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FOR MEN: Billfoid-Secretary in Desert Goid $39.75 
$49.75 


Billfoid-Secretary in Night Black $59.50 
$71.50 


Brand-new packaging idea!...for 


Where else would you expect it—but from the watchmakers who 
dared defy tradition with The Newest Look in Time? Jewelers tell 
us that this is the biggest sales-creating combination in many moons: 


a new Gruen smartly set off in a trim, slim, genuine-leather Prince 
Gardner billfold. And you may offer both billfold and watch for the 


price of the watch alone! We want to bring you maximum store traffic 
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FOR LADIES: Billfold in Petal White $49.75 


$59.50 





The Newest Look in Time, of course! 


with this power-packed package-premium—so we're plugging it on 
all three of these great NBC-TV shows—seen daily all over America: 
“TODAY,” “HOME,” and “TONIGHT”! 

Contact your Gruen representative right away, and get in on the 
newest, most unusual watch promotion yet—from the new-1dea 


pacesetter of the watch industry . . . eruEn—THE NEWEST LOOK IN TIME. 





ror Marcn, 1956 


The Gruen Watch Company, 
Time Hill, Cincinnati 6, Ohio 
in Europe: Geneva, Switzeriand 


$1 





SEewectry 
Designs Copyrighted 1955 


ek ae : # 


S SEEN IN HARPER'S BAZAAR 


See 


“VERDURE" by Coro 

One of a series of advertisements that is telling and selling millions of your customers in 

ge ads in the country's leading fashion magazines. It will pay you to stock 
CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 

For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 














™ 


ag 








\ 


\ 
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She wrote that she wished to sell 
her store, S. W. Rauch Jewelers, 
and enclosed the necessary infor- 
mation about her stock. Obviously 
it was a small store in a small town 
and Itasea is quite ahop. Our J. B. 
phoned her, therefore, and gave 
his price for the store without see- 
ing it. She quickly accepted. As 
our purchases of stores go, this 
was a small item, but something 
about it appealed to J. B. and he, 
himself, took the plane for Itasca, 
Texas. When he saw the store, he 
knew he could raise his figure and 
told her so. When he left, after a 
9-day liquidation sale, she had 
realized 33144% more than what 
she had sold her store for on the 
phone! Not only to illustrate the 
obvious, that Gordon Brothers’ 
policy is to pay fairly for what we 
buy, but to show the kind of con- 
sideration we give to anyone sell- 
ing a business, regardless of its 
size. 


it happened in... 





Stories from our 52 years’ experience with truths of just as great significance today. 


Wherever You Go 


Busch Jewelry Co. 
New York, N.Y., Chicago, Ill,, Ala. 


Comays Jewelers Gary, Ind. 
Crosby Jewelers Trenton, W.J. 
Finlay Straus New York, WY. 
Fox Jewelry Co., inc. Grand Rapids, Mich 
Franc Jewelers Virgina 
Friedman & Co. Ga. 
Hamilton Jewelers Trenton, W.J. 
Hart Jewelry Co. Ohio 
Howard Jewelry Company _ Buffalo, N.Y. 
Joseph Square Deai Jewelers Pa. 
Kay Jewelers Coast to Coast 
Lenox Jewelers Bridgeport, Conn. 
Leon Levi Baltimore, Md. 
Le Roy Jewelers Los Angeles, Cal. 
Lord's Jewelers Marion, Ohio 


Mallove's Credit Jewelers 
New London, Conn. 


Morris Square Deal Jewelers Pa. 


Roberts Square Deal Jewelers 
Baltimore, Md. 


Roger's Ind. & Ohio 


COMPLETE 


Because no other tape recorder has had the 
sales impact upon the trade as the 
Telectro 556. 


Because no other tape recorder offers so 


j troit, Mich. 
Rose Jewelers otren, Ucn much value at such low cost! Only $79.95 complete. 


Ross Jewelers Washington, D.C. 
Rudolph's N.Y. 
$ & N Katz, Inc. Baltimore, Md. 
Shaw Rogers Jewelry Co. Ohio 
Tappin’s, inc. New Jersey-Po. 
Thomas Jewelers Pontiac, Mich. 
William J. Kappel Co. Pittsburgh, Pa. 
Wood's inc. Jewelers Wichita, Kan. 


Because Telectro’s sale tools turn prospects into customers 
. +» Tryers into buyers. 


Because Telectro’s liberal co-op allowances enable you to 
hit your local market again and again during key sales 
months. 


Because there’s more profit with Telectro... 
Full margin price protection policy plus an extremely liberal 
freight program assures you of more profit per sale. 


} the 

e of your share of | 
apt rape recoraer 
Add yov' 
ict of Telectro 


booming 


market ee 
to the growing 


BT 
rR TODAY! 


name 


Dealers. 


WRITE 
YOUR ORDE 


a product of TELECTROSONIC CORPORATION, 35-18 37th Street, Long Island City 1, New York 
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hear the big news 


about Digger profits 









set your 
own 

resale 

price 








Oh e al 1X RESISTAL 


the waterproof* 
at the lowest 
purchase price ever ! 





Phenix Resisial 


water-resistant, 

shock-resistant. 

17-jewel 

guaranteed 

unbreakable balance 

staff and mainspring. 

Swiss chrome top. 

Steel back case. 

Radium-dial second-sweep hand. 
Keystone 21.80 


Same style, Swiss case 
with golden yellow top, 
stainiess steel back. 
Superior in quality to all other “low-end” Keystone 25.80 
watches... but with far-better craftsmanship 
and a far-more expensive look! 


What’s more, you have tremendous lee-way 


ea eS a ——~e emee seer me nee 


STORE NAME 


404 Fourth Avenue, New York 16, N. Y. 
FINE WATCHES SINCE 1878 


*as long as crystal is intact, case unopened. 


ADDRESS. 


; ; ; {| CROTON WATCH CO., INC, 
in setting your own resale price on this famous f 404 Fourth Avenue, New York 16, N. Y, 
award-winning Phenix watch of Switzerland j vioass send me the following Phenix Resistal 
= y 7 a | watches: 
—sold with pride throughout the world. | Chrome-top Phenix. 
ash Keystone 21.80 (indicate quantity) 
Distributed by Golden-yellow top Phenix. pies 
1 Keystone 25.80 (indicate quantity) 
Be F O | O N WATCH CO. 7 rae a 
I 
d 
| 


A STATE__ 
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R330 $11.40 
Sterling, hand. 
engraved cross 
and center, cuptal 
beads, available 
R376 $10.75 in asst. colors. 
Sterling, hand 

engraved cross 

and center, tull 

tin cut beads. Av- 

ailable in G.F. 

$16.50 


RSOO $8.00 
All sterling ro 
sary. plain ster! 
. ing beads. Avail- 
N able in 10 Ki. 
R20 $6.55 
Sterling rosary, 
hand engraved Es 
cross and center, 
diamond shaped 
nse corrugated = steri- 
Sierling, hand ing beads. Avail. 
engraved cross ey able in 10 KT. 
and center, as $75.00. 
sorted colors, tire 
polished beads. 


R372 $7.45 

Sterling rosary, $ 

hand engraved 
and center 


colors. 


1142 $3.15 
Sterling, St. Chris 
topher, handen- 


raved. 
sae R300 $7.25 7 


Sterling rosary. 
hand-engqraved 
cross and center 
cuptal beads, av- 
ailable in asset. 
colors and in GF, 


504 $3.95 ; am . 
Sterling. 4-wey : # 
slide, handen ’ a 
gtaved. 











Your assurance—and your customers’ 
assurance —of the finest value in diamond 
rings. Only Orange Blossom gives you this 
additional guarantee, plainly stamped 


in the shank of every ring. 


Just one more reason why Orange Blossom — 
the standard of fine ring quality 

for over 50 years—builds satisfied repeat 
customers. Are you taking 


advantage of this tradition? 


QUALITY... 
WEIGHT... 
of the 
MAJOR 


DO 
CS MAY) 


TRAUB MANUFACTURING ‘COMPANY » 1940 McGRAW AVENUE - DETROIT 8 MICHIGAN 
87 
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Profit with Timex 
World’s Largest Selling Watch 


TIMEX 
DISPLAY ASSORTMENTS 


Features: 


Thinner, diamondcut cases. 
Raised gold numerals. 

Flexible metal expansion bands, 
Full Year Guarantee. 


Consistently advertised in Life and 
Saturday Evening Post. 


Free attractive watch-mounted dis- 
plays have clear pilfer-proof covers. 


Watches easily removed from back of 
displays. Gift boxes supplied. 


Golden Time Assortment #4380 


2 AGSM Petite Each retail 
2 BGSM Mercury ? $10.95 
2 DGM Monroe Total retail value 


Free Display 65” (Prices plus tax) 


Chrome Assortment 43582 


Each retail 


$8.95 


Total retail value 


3 ACSM Petite’ | 
3 BCSM Mercury } 


Pm Gwitaar $5,370 
FOR ONE YEAR Free Display (Pric 


. 
is 
at 


More people buy bg i PR. =>. 4 than any other watch 


Sales Headquarters—500 Fifth Avenue, New York 
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Feature-glo 


INTERLOCKING DIAMOND RINGS 


WATCH for your 
authorized 

FEATURE LOCK 
WHOLESALER 

he brings you 

Exciting News for ‘56! 
FEATURE RING CO., INC. 
130 West 46th Street 
New York 36, N.Y. 


ne en ee, ee 
wh & Oe me 10 





PROTECTION 
with 
TEETH 


in it! 








For the First Time in Watch History... 
THE FAVRE-LEUBA Plan Provides 
IRON-CLAD PROTECTION for the Retailer 


Last Fall...We introduced the idea of “Monitored Distribution”... 


This unique plan was based on these unreserved pledges: We would not permit our 

watches to be distributed by cut-price, industrial or discount firms ... We would 

avoid leaks and bootlegging by registering every watch sold ... We would monitor our distribu- 
tion by selecting only the most responsible retailers in each locality ... Result: the program won 
the enthusiastic support of leading jewelers across the nation... 


Favre-Leuba Now...We Fortify our Program with an unusual Pian of Retailer Protection... 


Renowned in 


40 Countries l'o our knowledge, this is the first and only program of its kind ever offered in the watch indus- 


throughout the iry ... lt erystalizes a brand new concept of retailer-importer relationship ... It is much more 
Civilized World than a fleeting promotional “angle”——far more than a superficial sales gimmick . .. This plan 
Since 1815 has “teeth” in it, providing thorough, enduring protection for the jeweler without parallel in 
the field... It will enable the retailer to build a prestige line of quality watches with unalloyed 

confidence and complete assurance of consistent, worthwhile profits. 


Favre-Leuba invites inquiries from Representative Jewelry Retailers. 








FAV R E , a a UJ = A Watch and Chronometer Co., Inc 


665 FIFTH AVENUE, NEW YORK 22, N. Y. 





8s appearing in full color in VOGUE, March 15th 
gee ager? 7 ee eR ae 


bul V 


eg 
| LAAT 


MALIBU... dazzling simplicity in white, blue or pink, outlined with lustrous golden-toned Trifanium. 
Necklace, 10 00; Bracelet, 7 50; Earrings, 5.00, plus tox. Not authentic unless stamped Trifari. Jewelry design copyrighted 
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says HERBERT F. UNDERWOOD 
of UNDERWOOD JEWELERS, INC. 


229 Hogan Street 


Jacksonville, Florida 


“Your 


> Girard PERREGAUX 


watches” 


“GP’s price protection system gives us complete assurance that 
no dealer is underselling us. It works simply and effectively to 
keep our profits at full level. 

“We've successfully handled GP for more than 25 years. The 
broad range of styles and prices makes GP appeal to customers 
from every income group. But for us, the best thing ts that most 
GP’s are priced between $49.50 and $100 — the price range most 
of our customers are interested in. 

“For top value to the consumer and trouble free performance, no 


watch can beat Girard Perregaux.” 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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THE MAN FROM UNTERMEYER, ROBBINS 


IS ON HIS WAY TO SEE YOU 


With the Wonderful New Line of 


‘ > 
© ? 41 * > 2 






AL 
NATIONALLY FAMOUS MA 


DIAMOND RINGS £ 


PN To EO) TB cin schwors ae 





YNTER MEYER, 
ROBBINS 


7 | 


Samuel Haber < 


jesse W, Goldman( A\f 
































S \ Martin Untermeyet 


$ 






MLUSIONLITE TOPS 
Available up to 


3 CARAT SPREAD 





Here’s What You Can Expect! 


BIGGER THAN EVER VALUES...MORE THAN EVER 
NEW, OUTSTANDING STYLES, INCLUDING THE 
AMAZING “ILLUSIONLITE”’ SETTINGS... FINER 
THAN EVER QUALITY AND WORKMANSHIP ...MADE 
WITH THE 91 YEAR “KNOW-HOW” OF UNTERMEYER, 
ROBBINS... ONE OF THE NATION’S OLDEST, MOST 
RESPECTED JEWELRY MANUFACTURERS. 














F lee / Specially prepared dealer aids include mats, displays, etc. 


UNTERMEYER, ROBBINS & CO. 


Manufacturers « Ringmasters Since 1865 


132 West 52nd Street «+ New York 19, N. Y. 
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Photo courtesy of 
THE INTERNATIONAL SILVER COMPANY, 
Meriden, Conn. 





Ster Ing Si DET... tHE DESIGNER’S VERSATILE 


MEDIUM OF ARTISTIC EXPRESSION 


Sterling Silver is a favorite metal with the jewelry craftsman 
because it gives him virtually unrestricted freedom of artistic 
expression, A principal reason is Sterling’s exceptional working 
properties. They make it practicable to consummate in Sterling 
practically any design the craftsman’s creative genius may con- 
ceive. This is evidenced by the very striking and imaginative 
designs that feature today’s Sterling Silver jewelry. They enhance 
The last word in Sterling Sterling jewelry’s strong natural appeal — a touch of luxury that 


4s a leading precious metal fabricator for most everyone can afford. 

over half a century, Handy & Harman has 

perfected the scientific production proc- 

esses and controls that assure the finest 

working and finishing properties plus un- . — — — , _ - 
varying uniformity in all Handy & Harman vn H A IN 1) } ev | { A R M A N 
Sterling Silver. This promotes trouble-free, S27 FULTON STREET @ NEW YORK 38. N. ¥ 
economical production for the jewelry UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y 
manufacturer, Lualily frrectous metals since 1867 


BRIDGEPORT, CONN, * CHICAGO, ILL. * LOS ANGELES, CALIF. © PROVIDENCE, R. ft. * TORONTO, CANADA 
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‘these watches are for 


CROTON 
NIVADA GRENCHEN 


dealers* only! 





25 WORKING JEWELS 
... waterproof t 
self-wind... 


expenslv 


in every 
detail but 
price! 








“WaRRIOR’— 10 Kt. yellow gold-piate 
top; stainless steel back. Raised yellow 
numerals with radium. Alligator leather 


strap wo 













“LIGHTNING B— 10 Kt. yellow gold. 
filled top; stainless steel back. Gold-filled 
expansion band 79.50 








* Because of the painstaking craftsmanship 
required to create this 25 jewel group, 
(every jewel is a working jewel, 

every jewel has a purpose) 

the watches shown can only be offered to 








“FRONTIER” B—10 Kt. yellow gold-lilled 





Croton dealers ... other orders will be top and bottom with matching bracelet 
filled after August Ist, 1956. If you are a Perfect-circle shape with hidden mo. 
Croton dealer, get your order in fast... All with guaranteed unbreakable balance staff and mainspring 
maintain your reputation for leadership, goceSRNEOREINERD ean ee EERTED RENAE D I CENCEDEEDEED AIDC CES ENDED CEE 
workmanship, and values... with Croton! | CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 
Please send me quantity indicated and complete promotional 
material on 





Send for sample watches today: “WARRIOR” .........“" LIGHTNING” B ....... FRONTIER” B 


CROTON scree | 
og CO. STORE NAME 


404 Fourth Avenue, New York 16, 
FINE WATCHES SINCE 1878 
tas long as crystal is intact, case unopened. CITY ZONE STATE 


















ADDRESS 









loastmaster maintains 
full profit margins 


nn its 


ee ~ 
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B-14 AUTOMATIC 


lo meet a competitive situation, we have re- 
duced the price of the famous B14 Toast- 
master Toaster to $17.95. As you know, this 
toaster has been an exceptional seller at $23 
and, more recently, a sensational mover 
at $19.95, 

We feel so strongly that you will enjoy 
tremendous volume on the B14 Toastmaster 
Toaster at this new low price, that we are 
absorbing a proportionately larger share of 
the price reduction than we are asking our 
distributors and dealers to absorb. And we 
have Fair Traded this promotional model 
to protect retailers’ and distributors’ profits. 

BUT, MIND YOU, THERE IS NO 
CHANGE IN PRICES OR PROFIT 
MARGINSON ANY OTHER PRODUCT 
IN THE ENTIRE TOASTMASTER LINE! 


re 


NOW 
ONLY 


We have decided to maintain the regular 
Toastmaster line as the full-profit line be- 
cause we recognize that your operating costs 
today make it more necessary than ever that 
you average out with a satisfactory profit. 

Then, too, with Toastmaster* you are not 
tied to a single toaster at one price with a 
narrow margin. The B14 Toastmaster 
Toaster now gives you a real opportunity to 
attract customers with a promotional model 
whose name has no equal in consumer de- 
mand. And then to trade them up to any 
one of three other toasters for a higher unit 
of sale—and at full profit ! 

This profit opportunity, unmatched in the 
automatic toaster field, is part of Toast- 
master’s 30th anniversary program. And in 
all the past 29 years we have marketed our 


gular tine! 


And gives you this high-volume 
d0th Anniversary Special, too! 


FORMERLY *23°° 


91725. 


products at prices that have been attractive 
to the consumer while affording a legitimate 
profit to those who sold them. 


As we think the announcement made here 
indicates, we recognize the interests and 
problems of our dealers and distributors. 
We will continue to conduct our business 
with fairness and honesty, in order that you, 
our partners in our success, may always 
share in its rewards. 


IDASTMASTER 


rhulemulte Appliances 


*’ Tosermastrer”™ is a registered trademark of 
MeOiraw Wiectric Company. Eigin, Illinois. © 19566 


AG AUTOMATIC is 
ideal for the “‘live- 
alone’’ or for use 
when traveling. So— 
get your slice of the 
big, one-slice markei! 
Retail $17.80 
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BIS AUTOMATIC is 
America’s most com- 
pact two-slice toaster 
—-but full-size in per- 
formance. Just right 
for space-saving liv- 


ing. Retail, $22.50 


BI6 PowERmatic 
offers unique Power- 
Action that lowers 
bread automatically, 
toasts it, and serves it 
up fast—ail by itself 
Retail $27.50 


C4 Powermatic 
toasts up to three 
slices at once. Meets 
the needs of the ‘*king- 
size” family—saves 
time, spares tempers! 
Retail. ..... $39.50 


2D2 AUTOMATIC 
WAFFLE BAKER has 
exclusive instant-act- 
ing thermostatic con- 
trol—maintains even 
heat for perfect waf- 
fles. Retail, $21.95 


THe JEWELERS’ 


4A2 AUTOMATIC 
IRON has supersensi- 
tive thermostat only 
“~” above ironing sur- 
face; responds in- 
stantly—no “‘heat- 
lag." Retail, $12.95 
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HAPPENING 
TO YOUR 


ecause ZODIAC is dts concomned with helping 
you maintain a healthy sales volume at an honest 


‘GOLDEN 
OPPORTUNITY 


y 


COOPERATIVE ADVERTISING 


a 








UNIQUE STYLING 





_ 


Full intormation, wholesale 
Recah \o ose, “thts mpg Jor ts 


ZODIAC WATCH AGENCY + 521 FIFTH AVENUE * NEW YORK 17 
FIRMA NAME 

ADORESS 

cry 

ATTENTION 


“wrt ttt ft ft Te 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER’S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N.Y. TIMES, TELEVISION 
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It’s easier to start a habit 





. Especially when you're selling the romance of silver to 8,000,000 young women under twenty. 

These girls are impressionable young women with tremendous cravings for the finest, the most 
decorative in life. About-to-be brides (more girls marry at 18 than at any other age) they’re just at 
the stage of selecting engagement rings...collecting china, glassware and other trousseau treasures 
(1,400,000 are stockpiling silverware). 

They're the fastest-growing market in the U.S.A. They’re a big buying market — spending fabu- 
lously on the things they fancy. And they fancy silver! That’s why you'll find more silver advertising 
in SEVENTEEN than in any other magazine... SEVENTEEN the one magazine that dominates 
the “under twenty” market. 


dle 4 Le i 


488 Madison Avenue, New York 22, N. Y. 
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the big extra you need to 
hit new highs in watch sales 


; = : 
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THE REVOLUTIONARY NEW, PATENTED oe 
~~ a . 
Se 


BALANCE STAFF AND CAP JEWEL 


- 





now exclusively 
. 9 yours in world famous 


ge 


Kee 


“VULCAIN 


AUTOMATIC . 
{ (BES 









self-winding watches / 
i) «69 C RICK ET 


wrist alarms em CASH IN ON VULCAIN’S 
CONSUMER PRE-SELLING, 
BIGGER-THAN-EVER NATIONAL 
ADVERTISING IN LIFE, 
SATURDAY EVENING POST, 
ESQUIRE, FORTUNE, 

NEW YORK TIMES MAGAZINE 
and DEALER AID PROGRAMS. 







ss 


Always considered among the world’s most accurate watches, 
VULCAIN Watches now boast a big new selling feature ... the technical 
advance the whole trade is talking about... the amazing 
EXACTOMATIC Balance Staff and Cap Jewel! EXACTOMATIC 
non-perpendicular balance-staff pivoting INSURES GREATER ACCURACY, 
ABSOLUTE UNIFORMITY of TIMEKEEPING in ALL POSITIONS, 
MINIMAL SERVICING AND REPAIRS! Point this out to your customers 


.. and you'll be pointing the way to record sales! 


VULCAIN WATCH CORP. OF NORTH AMERICA 


Division of Shriro Watch, ine 
276 Fourth Avenve, New York 10, N. Y . Phone GRamercy 7.7500 
CHICAGO SALES OFFICE: Lowis Cole, 29 E. Madison $t., Chicago, Ill. * Phone RAndolph 6.4415 
CANADIAN SALES OFFICE: 400 Ontario St. West, Montreal 2 Can. * Phone AVenve 89548 
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ARMBRUST CHAINS 


The latest in original chains designed 
specifically for setting colorful stones or 
plastics. A practical way to give your spring 


line positive sales appeal. 


A great variety of styles and sizes to 


choose from. Call or Write for Samples. 


ARMBRUST CHAIN COMPANY $6) fo) Jy sold only to MANUFACTURERS 


gh > > wana ee yoda ne 3470 ST, EW paki, |e ™ o ‘ ' of Jewelry and Allied Trades 
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only watch with the 


FLEXIBLE BALANCE WHEEL 
gQuaranteed against 








for the life of the watc 


---and only Wyler dealers have it! 


Wyler 


incafle x 





Pioneers for 30 years in shock resistant, water-resistant and self-winding watches. 
Soild through jewelers—and only through jewelers. 


WYLER WATCH + 131 East 23rd Street, New York 10, N. Y. 





This display avaliabie on request « 


(HAWN JEWELRY 


STYLED BY 


marcel Eouchn 











MSulelle 


SPRING AND SUMMER 
JEWELRY 
IN GIX PASTEL SHADES 


Larrings or Pin $3.00 each 








Necklace 5 ay eg 
MARCEL BOUCHER JEWELRY 


Bracelet . $5.00 IN SIMULATED PERIDOTS. TOPAZ 
_ JONQUILS. ALEXANDRITES 
Necklace $5.00 . AND AMETHYSTS 


: Fleurette Necklace . . . . $15.00 
Larrings or pin $3.00 each - yD ae ) ~Bracelet $15.00 Earrings $7.50 
: ~Leaf, Pea Pod, Starfish Pins $10.00 ea 

es 0 a 

Earrings or pin $3.00 each ‘ | i” Pansy Pin $12.50 Larrings $10.00 


Necklace » >» See 


All prices plas tas 


All prices plus tas 
Jewelry copyrighted™ Boucher 


Jewelry copyrighted™ Marboux 


JP ny, 7 


3 4, . 
- “= “« 4" 
— : 
a “A 
ve | 
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Ai better stores in 


. S. and Canada 


For nearest store wmrile 


B47 FIFTH AVE, NEW YORK 


This advertisement will appear in full color in Harper's Bazaar March 1956 


MARCEL BOUCHER and MARBOUX jewelry® copyrighted 
DESIGNERS and MANUFACTURERS 
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Harper's Bazaar Apri/ 1956. 
F 





THROUGHOUT THE 
THE AMERICAN WOMAN 
IS BECOMING 
MORE AND MORE 
FASHION CONSCIOUS 


COUNTRY 


TIE IN WITH THIS TREND 


SHOW THESE 
HIGHLY STYLED LINES 
IN YOUR STORE 








“SEAFARING” 


Fer those who hear the call 
of the sea... Baroque Pearls 
from the Antilles hand-set 
in textured Gold-plated 
metal. 


SEA HORSE CHARM 
ANDO BRacEeELerT £10 


rIieH sé 
MUGGEL EARRINGS 
86 





MUGGEL PIN $7.80 
Pies Tax 
At better stores in 
U. S. and Canada 
feen etetagd store write 
> a ae 347 FIFTH Ave.  pnaatinw YORK 
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COQUILLE D'OR 


Phe heautitul leek af 


precious engine turin advww 





elry in Cold plated metal 


BRMact ‘ s'i7.50 
FAR RIN $7 50 
Ne&cK.ace £20 00 
Pim $7 50 






4t better stores int | '* aenacla 


b eve eter fi 7 vou write 


347 be AVE. 


Mesuwech we 


NEW YORK 


copyrighted Cc Heoucher 


Vogue March /, 1956 


Our representative will call on you in the 


near future to show You otner desig' ‘ 


witn the inimitable styling, craftsman 
ship and flair that have made the 
MARCEL BOUCHER and MARBOU*x 


ines outstanding distinctive and saleabhie 


For complete information on the mer 


cnandise snown in these advertisements 


as well as the other new MARBOUX 
and MARCEL BOUCHER jewelry 
write us today or visit our snowrooms 


Display cards of these advertisements 


may be obtained merely Dy asking 


for therm at MARCEL BOUCHER et Clit 


347 Fifth Avenue. New York. N.Y 


Canada’ Belleville. Ontario 


West Coast~Los 


Avon Jewelry Ltd 


Angeles, California, 607 So. Fil 


THE 


POWERFUL 


NATIONAL 
ADVERTISING 
CAMPAIGN 
CONTINUES 


The Industry's Largest Magazine Campaign 


ANd GCOAST-TO-COAST RADIO + TELEVISION » SPORTS 


Yes, for the important selling months ahead, Longines-Wittnauer’s national maga- 
zine advertising will continue on the same seale that set an industry record last Fall. 
LIFE, SATURDAY EVENING POST, LOOK, TIME, NEWSWEEK, SPORTS 
ILLUSTRATED, VOGUE, HARPER’S BAZAAR, NEW YORK TIMES MAGA. 
ZINE, FORTUNE— used on a saturation basis—will reach the bulk of the best 
prospects and customers of every Longines - Wittnauer Jeweler. 


The Sunday concert by the Longines Symphonette and broadcasts of the Longines 
World News with Larry LeSueur, Monday through Friday—every week on the 
CBS Radio Network, coast-to-coast, plus other important advertising are also in 
Longines-Wittnauer’s Spring advertising program. 


The exciting sales momentum of Longines and Wittnauer watches should increase 
in the months ahead. 


Longines Viittnauee Wate iz onnife 


SINCE 1866 MAKER OF WATCHES OF THE Pr — 
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{' OUR POPULATION continues to grow 
at the present rate, there will be 
about 228.500.500 
by 1975 says the Ll. 5. 


This increase of over 


Americans around 
jureau of Cen- 
sus. 62 million 
people represents a gain of 38 pet 
cent, 


had 


motorists, 


news for already 
but the added 


represent certains 


It may be 
frustrated 
business they 
sounds like good news for the jewele 
in the predictable increase in engage. 


ments and Marriages, 


RHopi 5 Nu KERSON 


|, faeonogs be. 
was given a 

surprise the other day when a woman 

Providence. K. I. 


ture store with a newspape! wrapped 


entered his furni- 
package in her arms. 

She unwrapped the bundle and dis- 
played a banjo wall clock, whi hy she 
promptly handed to Nie kerson. 

“| wish vou'd take this to ease my 
troubles,” she said. “kLver since | 
swiped it off your wall 30 years ago 
I've had nothing but hard luck! 

While Nickerson 


the sur pl ise, the 


was recoverine 


from woman 


e’asti 


Marcu. 1956 
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Ti eye 
WALI (MA) | 


once-in-a-lifetime 


eee 


SPEAKING 


tinued her amazing contession: 


“I’m really repentant. I’m going to 
join a church and in order to do that 
| have to return this clock | stole.” 


\ few she d 


Nickerson regained his composure 


minutes after left, 
“It's sure nice,” he sighed happily, 


religion, 


people vet 


er 


to see 





FAMOUS gambling casino in 
Baden, 


using gold chips at its roulette tables. 


fb, 


- Baden Germany, is now 
The management isn't worried about 
anyone walking off with a handful, 
though. The gold in the chips is worth 
less than the amount a player will get 


for cashing them in 


| PVER @& man had ul valid claim to 
fame, it is Robert Kerce of Nauga 
fil k 


Herce. believe it of 


( criti. 


not js probably 









OF THE JEWELRY TRADE 


the only man in history who received 
a bullet ordinary 
charm bracelet! 

The lethal that 
him belonged to Berce’s girl friend, 


wound from an 


bracelet wounded 
One of the many dangling charms it 
contained was a live small-caliber car- 
Fearing that the bullet might 
accidentally explode some day, Berce 


! loe 
rig 


decided he'd better remove the primer, 
fhe result of eflorts 


summed up im one word: bang! 


his can be 


Ko" your compertTirorn: The 
VicCool Drug Store, Joplin, Mo.. 
which is already doing it profitable 
business in costume jewelry, has an- 
nounced a new service to its cus 
lomers, 

The store will henceforth adjust the 
tension on all the earrings it sells to 
suit the wishes of the pure haser. (us- 
tomers may bring the earrings back at 


any time for further adjustment, 


hon A FLW HOURS last month. brok- 
erage messenger Samuel Siegel un- 


$2 million 


knowingly carried nearly 





14 Kt. 
YELLOW GOLD 


RING 


Here is a selection of beauti- 
ful crafted Elk rings, includ- 
ing presentation rings for 
Exalted Rulers. Since installa- 
tion ceremonies take place 
at the first meeting in April, 


orders are being placed now. 


Wefferling Berry is known for 


mirartion reprod em f 
NUMBER PRICK DEMCHIPTION NUMBER PRICE DESCHIPTION 
511-12 370,00 ite head, blue outiine T1509 $32.00 I0K BPOK on sides 


*511-12F 67.00 me. ¥ ont whe 1510W 60.00 White head, blue outline ba s 
511-120° 100.00 | diamond in dial 1510x 62.00 White head, plain ring atic jewelry and for its 
9911-12010 125.00 | diamond in dial i511 50.00 Rive outline 
514 115.00 White brad, bi ery heavy 1LSLILWS 70.00 tiamond in dial extensive selection. We manu- 
1459-5046 400.00 tilamond center, white head on wide 1736-586 52.00 Hilack enamel top 

*1459-5 64.00 Mounting on 1736-58605 90.00 Itiamond in dial facture the finest Masonic, 


PAST EXALTED RULER RINGS 
Shrine, Scottish Rite, Knights of 
511-126R010 125.00 HBiack ename! top, | Mamond 511-12" 70.00 Elue outline, diamond in dial , , 9 
511-1278 67.00 Hive outline 511-12R010 125.00 Blue outline | diamend 
S11-12FRO7 110.00 Hue outline, diamond in dial 1505R $8.00 Plain ring, PER. collar Columbus, Elk, Moose and 


(keystone) 
Pe. on shanks other lodge and fraternal 


the high quality of its emblem- 


rh hi rine have gavel wl letter 
All rite emhien el with rule 


jewelry. 


* Not illustrated 


Wr te Dept CK for Our 
atest 60-page catalog of 
fine emblematic jewelry 








Wrerrertine Berry & CO. 


MEMBER AMERICAN o & M so cigsgrTy 


o 
A Lie Cmbbmultc feu 7Y 
: 


THE NAME THAT MEANS 
6 ROGGE STREET, NEWARK 6B, N. J. 
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worth of diamonds around New York 
City in an ordinary brown paper bag. 

Samuel was blissfully unaware that 
the bag 


South African diamond weighing 426 


contained a flawless ice-blue 
carats. 

Siegel had picked up the all-impor- 
lant paper bag in the morning as he 
started on his regular delivery rounds. 
Later in the day. he casually delivered 
the bag to the offices of Diamond King 
Harry Winston, 

When the bag was opened in his 
presence, Siegel was almost speechless 
with shock, 

“I'm glad it’s all over,” he said when 
the shock was past. “I'm glad I didn’t 
know what | when | 
took the 7th Boy!” 


You can say that again, Samuel. We 


was carrying 


Avenue subway. 


know just how you feel! 


epee Mike WILson of Wilson & 
Son, Scarsdale, N. Y., recently 
learned what it’s like to play Cupid. 
A young fellow came into his store 
and purchased a gold-plated dise for 
his girl friend. Then he asked Mike to 
engrave it with a very pertinent ques- 
tion: “Will You Marry Me?” 
Mike learned that 


his handiwork had accomplished | its 


‘Two davs later. 


romantic objective, In came the young 
fellow with his brand-new fiancée on 
his arm; they not only purchased an 
engagement ring, but a considerable 
amount of other merchandise to begin 
their married life. 

But Mike's role as (Cupid's assistant 
A few days later. 
the 


was not vet ended. 


a second young man came into 


(ir ~ 
ial 
c ‘ Y, 
¥) 
e. 
~ 
, 
+ 
“ ’ 
s 
2 « 
~~ >* 
At 
aw? 
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“FHimm, so that's how a 
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store. He had heard about the powel 
of Mike’s magic discs and purchased 
one tor himself. 


It worked like 


this time too, and the young fellow was 


the charm it was, 
soon back in the store with Ais sweet- 
heart. They purchased an engagement 
ring, and like the first happy couple, 
a variety of other bridal merchandise. 

That ended Vike's role as Cupid's 
special assistant. But we feel certain 


W ith 


spring just around the corner, he may 


it is only a temporary respite, 


be in for a boom in the magic discs! 





A*: rHose Texans! Thanks to the 
L ingenuity of a tavern owner in 
Houston, customers need no longer 
worry about the time while having a 


drink or two, 

There are two clocks prominently 
displayed in the establishment: one is 
hours 


15 minutes fast. the other two 


slow. Customers can use either one 


depending on thei respective needs | 


Joiici iN Lakewood, California, 
recently had a strange assignment: 
to pick up a pair of 13-year-old boys 


for misusing their beanshooters. 
The boys were having a merry time 
peppering neighbors with a supply of 


worthless beads. High-spirited young 


sters have been up to such mischief 








7 carat diamond looks in the daylight.’ 


for generations, but in their case there 

was one slight difference: their am 

munition wasnt worthless beads at ll 
but real pearls! 


Checking up, the poli e learned that 


jeweler Charles Uel White had re- 
ported $1,000 worth of pearls taken 
from his home. By the time they 
rounded up the happy-go-lucky boys, 


they had unwittingly shot away $700 


worth of the jeweler’s pearls! 


k MBARRASSING MOMENT: The Im. 
4 manuel School of 

Omaha, Neb., sponsored by the Luth-. 
eran Church, recently received a ship- 
for its 


Nursing in 


ment of monogrammed 


pitis 
student nurses. 


There were a good many red faces 


around when the pins were handed 
out to the eager girls. Instead of the 
“INS” letters they ordered. the new 


pins read “SIN.” 


~ ee or THE MONTH: A New Jersey 
\/ jeweler wih a real sense of humor 
placed the following advertisement in 
his local newspaper following a rob- 
bery . 

“To the person or persons who re- 
moved the watches from our windows: 
They lifetime, 


and if they should prove unsatisfactory 


are yuaranteed lor a 


at any time, please bring them in for 


.f oo 
servicing at no cost to you 


jORMER Kine Farouk of Egypt once 
said that there were only five kings 

in the world who were permanent: the 
King of kingland and the four kings 
in a deck of playing cards, 
Ke that as it the 


Saudi Arabia is continuing 


King of 
to do 


may, 


things in the style to which royalty is 
The 


recently placed an order with a Weat 


accustomed, bearded monarch 
German china manufacturing firm for 
a $118,000 gold-decorated state din. 
lt includes enough pieces 
1000 guests! 


ner service, 


of dinnerware io serve 


ae 
> 


unpredt table 


Mritain « attractive, but 
Viargaret 


onlooket “ 


NOTE: 
Princess 


brought about gasps trom 


during arecent evening at a4 muser al 


comedy in London 


formance was 


costume tor the theates per 


a roval blue velwet dress 
but 


\ ith ari she caused 


the 


erinine Cape 
surprised gasps with the footweat 
had brief 


held in place by a strand of pears! 


she Chosen sandals, each 








A WATCH IS MORE 































Look at a watch as though 


® Have you ever looked at a tree? Do you know what 
a cloud is? 

For hundreds of years, artists have painted landscapes 
to make us look again at the things that we see every 
day without seeing. 

When it comes to watches, the jeweler 's job is no 
different from the artist's. He must paint pictures of his 
watches to make customers look again, to see and appre- 
ciate this marvelous little device at which people have 
looked so often that they've forgotten to notice it. 

Ask the man on the street what a watch is. He will 
most likely answer, “A watch is something that tells 
time.’ He wears his watch as naturally and easily as he 
wears his shirt and thinks as seldom about one as he does 
about the other, This, so long as the watch keeps time. 
Only when it stops is he likely to “notice” his watch. It is 
at this point of interrupted service that the jeweler is 
called upon as an expert, to bring about a resumption of 
that service, either through repair or replacement. 

It is at this time, faced by a prospect for a new watch, 
that the jeweler should paint for that person a picture of 
a watch as he may never have seen it before. 

It is at this time that the customer should be made to 
see a watch for the marvelous, precious and beautiful 


> 


thing it is. Much, much more than just “something that 


tells time.” 





































very day the jeweler is faced with people who need a 
watch, either to take the place of one which has stopped 
running, become outmoded, or for a gift. Whichever, 
the primary desire of that person is to obtain a depend- 
able timepier e. 

He knows that it is a little machine. But does he 
know as you do that the watch is one of the mechanical 
marvels of the world: that it was the basis of the 
machine age? Does he know that in the average watch 
there are 160 tiny precision parts which work efficiently 
in direct ratio to the care which went into their manu- 
facture and assembly? Does he know that the quality of 
performance he may expect from a watch is dependent 
upon the time, effort and integrity which is built into 
the works of that watch? 

Maybe he does, in general. But it is your job to paint 
a true, clear picture of this fact, so the customer can 
convince himself of what he already suspects, that there 
is a reason for the diflerent prices of watches and that 
he is making a good buy at the price you are asking. 

He doesn't know much about watches, but he knows 
all about the dollar. So, if you depend upon price alone 
to sell him, you are licked. This, because the discount 
house or some other price cutter can always come up 
with a lower price, 


However, the price cutter does not have your technical 
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THAN A TIMEPIECE 


you never saw it before, if you wish others to want it 


knowledge nor yout reputation lor integrity 

Therefore, when you offer a watch for a customers 
approval, you should present it as though you had ap 
praised this watch as a fine precision piece, worthy of 
him, and suitable to his needs. Tell him something of 
the marvels of this 1-300th of a horsepower machine. 
Point out the function of the hairspring and its delicacy, 
which requires such talent to adjust. Bring to his atten 
tion the mainspring and how this bimetallic powerhouse 
releases its energy evenly over the day. 

Actually, show your more mechanically-minded cus 
tomer the inside of a watch. Let him peer into the small 
object you hold in your hand. Let him see the exquisite 
parts, the small and even smaller wheels, the tiny COPS. 
The microscopic machine will fascinate him. You can 
make him see it as if he had never seen it before—-and 
perhaps he hasn't. 

Has your mechanically-minded prospect ever heard of 
the world’s most complicated watch, made by Patek 
Philippe, of Geneva, Switzerland? Perhaps, you've caught 
his interest again. Its the world’s “most complie ated” 
something, and he's never heard of it' 

Would he believe it if you told him that this watch, 
which among other things shows the date, has one tiny 
gear in it that turns only once every four years? He 
smiles when you tell him it's a gear that takes care of 
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the extra day in February every leap year. He may not 
even know there are calendar watches that show the 
dates and some phases of the moon. 


The world’s most complicated watch is not only a 


precision timer, you go on to say. It’s a recording stop 


watch with a repeater or alarm, noting quarter hours, 
half hours and hours, It has 870 parts, if he can believe 
that! This, you tell him, is a real example of the art 
and science of watchmaking, (Illustrated above). 

What would a watch like that cost, he wants to know. 
You ve got his curiosity aroused, It's your turn to smile, 
There is no price on that watch. It may bring ten 
thousand dollars. more of less. 

Of course, you don't bore the prospect with a con- 
densed course in horology, but you do arouse his interest 
in the technical aspects of a watch. Thus, he will have 
more respect for the prien e you are showing him and 
appreciate just that much more the value of your trained 
advice and continuing service. 

You might ask yourself how long it has been since 
you made a customer see a watch for the marvelous 
machine it is. For that matter, how long has it been 
since you looked at it in the full light of the respect and 
awe in which you once beheld it? Remember, if it's 
just another hunk of merchandise to you, you can't 
paint a very attractive picture of it for your customer. 

Of course, your watches are handsomely cased and 
that, you may have felt, should have enough appeal to 


sell them to your prospects, But, even here you should 


H0) 


paint the picture in more detail than the average cus- 
tomer sees it. For, remember, a watch is a relativels 
small thing. Its styling is not so readily discernible. 
The real beauty of the piece may lie deeper and more 
detailed than is evident to the average layman. 

For example, should the customer have a square or a 
round case? Should it be gold-filled or karat? Should 
it be white or yellow? Should it have a plain, engraved, 
or enamel bezel? Should it have a cord, leather, o1 
expansion band? Should it be large, medium or small 
in size? Or perhaps, should the person have two—o: 
even three watches——-each with different types of styling. 

An explanation of the various aspects of watch designs 
will bring to the consciousness of the customer these 
various factors in the proper styling of a watch for a 
specific person and purpose. Your directing attention to 
these details will direct Ais attention to you as a style 
authority, a position you rightly have as a dealer in the 
finer examples of the arts and crafts of the world. 

(s a jeweler and a gold- and silversmith—and a watch 
merchant and repairman—-your recognized background 
goes hand-in-hand with the centuries-old traditions of 
the watchmaker. There is no reason in the world why 
your watch volume should suffer at the hands of the 
pricecutte! unless price ts the only thing you have 
remembered to offer, 

The market conditions that made the publi hungry 
for new watches (which had been in short supply) no 


longer exist. And it would not be wise to sit around 
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waiting for them to return. History doesn t repeal itself 

Look at the watch market as it is today——strengthening. 
Look at the potentials for you. Look at the product as 
if you had never seen it before and as though vou had 
to sell it to a customer who had never really seen it as 
you can make him. Then, make him see it. 

That's fun! That's selling! That's profits! And all 
that's good business! 

You custome! is the one ofl the outside of all this 
watch manufacturing, designing, and selling. He knows 
nothing of what you know. The chances are he feels no 
more towards his watch than he does towards his shirt 
and it makes as little difference to him where he buys 
either, 

This may not be so but it is a healths premise to start 
on when you are planning how you can sell him after 
he gets inside. There is one thing sure, that any price- 
cutter can shove a watch across the counter and collect 
his miserable price for it. Only you can dignify a watch 
and get a decent price for it by passing along with it 
those assurances only a jewele! can supply, 

Your technical skill can satisfy the customer's interest 
in getting a dependable machine. Your knowledge of 
design and fashion can answer his concern on the cor- 
rectness of the piece. Your reputation for integrity cam 
sive him assurance on the rightness of the price you ask. 
The article following points this up even further 


‘as of today! 
































Watchmakers and designers have made 


* The jeweler cannot depend upon the routine replace- 
ment market if watches are to have the importance they 
should have to his business, There just aren’t enough 
watches that break down, become irreparably damaged 
or lost, to support the volume the jeweler’s watch depart- 
ment enjoyed for years-—-a few years back. 

Now for generations the jeweler has sold watches along 
traditional lines and has done too good a job of con- 
vincing his customers that in buying a good watch they 
are making a lifetime purchase. The average person has 
therefore become convinced that his watch is a fixture, 
a practical accessory which he will have for the rest of 
his life. 

The thought of buying a new watch while the old one 
is still running would seem to be the most ridiculous 
extravagance, Yet, this same American will think he is 
completely practical to replace his automobile every 
year or two while he knows that his present car has 
vears of trouble-free performance left in it. 

Why does he do it? For vanity. Because his social 
position may suggest it. Because he likes machinery. 
Because he is interested in having the latest. Because 
he wants additional conveniences and comforts which the 
latest model may provide. Because he is fascinated by 
the new styling. 


For these reasons. which the automobile industry has 











sold him upon, he returns to the new car market years 
before the service of his present car is exhausted, 

People respond to the appeals of vanity, mechanical 
improvements, features of convenience and appeals of 
fashion when it comes to replacing their present car with 
a new one. Let us see how these same people feel about 
these things in relation to laying aside their present 
watches for new ones. 

Let us first consider that every one of the above ele- 
ments which activate desires for a new car are present 
in the modern watches of today. But, does the public 
know it? Have you, 48 a merchant, made them care? 

A recent survey made by Foote, Cone and Belding, 
the New York advertising agency for The Watchmakers 
of Switzerland, provides a startling answer. Last fall the 
agency conducted a door-to-door, personal interview 
survey in Syracuse, N. Y., and discovered that not one 
of the people interviewed considered wal hes as the most 
improved product of recent years! Virtually half of 
them ranked watches as “the least improved” !! 

Only half of the men and women the surveyors talked 
to had heard of one recent development in watch manu- 
facturing or in styling! Of this hall—-only 25 per cent 
knew about automatic winding and waterproofing. Only 
16 per cent about shock resistant improvements, 8 pet 


cent about a calendar dial. 6 per cent about smaller sizes. 
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WATCHES ARE EXCITING 


today’s watches the most demonstrably exciting things in your stock 


And hear this! When an actual list of new features 
was placed in their hands, over 20 per cent said they 
hadn't been aware of any of them! 

On the other hand, these same people, when asked if 
they would want any of these improvements if buying 
a new watch, responded as follows: 84 per cent wanted 
waterproofing, Oo per cent wanted shock resistance and 
over half wanted the self-winding feature. 

This is sensational, in a depressing way, for it indicates 
that the public has been left ignorant of the fact that the 
jeweler has something they want. The public does not 
know about the excitement that is available to him at 
his jewelers in the form of a beautiful, modern feature- 
full watch. He doesn't know it, because he hasn't been 
told by the jeweler, 

And, it is the jeweler’s responsibility to himself, be 
cause, these same Syracuse citizens were asked, “If you 
were planning to buy a watch, where would you go to 
buy it?” and all but 5 per cent said they would go to a 
jewelry store to buy a watch for themselves or for a gift. 
Almost all (85 per cent) who had bought watches 
res ently, had hought them in jewelry stores, 

So, it is the jeweler who will benefit most by a better 
informed public. It is the jeweler’s duty to himself to 
make the public aware that technical advances in watch- 
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A Cc TFT 


Four merchants prove that the latest watch features 
will activate both the interest of the public and the 


profits of the jeweler. 


* The jeweler’s watch department, which for a_ few 
recent years may have held disappointments, offers to- 
day one of the best sources for increasing his volume. 

Many wide-awake jewelers across the country have 
proved this by a relatively simple device: concentrating 
their promotional efforts on those watches which embody 
the latest in mechanical innovations. 

This article cites the experiences of four jewelers who 
have done just that, cashing in on “activity” watches. 
those extra-feature timepieces which include self-wind. 
ing, anti-magnetic, waterprool, dustproof shock-resistant 
and other such qualities, 

Activity watches are just different enough to attract 
those looking for a new watch and to be salable as a 
second watch, This double-barreled idea, a time-keepe: 
with interesting features, is not new. Jewelers who met 
chandise activity models as second watches are following 


a course already well-charted by aggressive retailers in 


64 








V 


other fields. The consumer is already familiar with the 
reasons why he needs two automobiles. two pairs ol evi 
glasses and two TV sets. There is no reason why he 
can t he sold on the idea ol Owning Iwo watches. parti ul 
larly when the feature watch embodies exciting new 
mechanical advantages. 

lhe consumer s life in today s busy world makes him 
a natural for such promotions. The trend for suburban 
living has made gardeners, mechanics, house painters and 
general handymen out of millions of white collar work- 
ers. Millions more are busily engaged in a variety of 
“Do-It-Yourself” jobs around the house. In addition, the 
current boom in tourism has put vast numbers on the 
highways—-bringing about a notable increase in active 
recreation, 

These bus people are excellent Pros pec is for a see ond 
more rugged watch which can stand a reasonable amount 
of rough treatment, 

The grow ing numbe of young people if) the country 
is also an important aspect of the activity watch market. 
\s far back is 1951. the Cilbert Y outh Resear: h (Organ) 
zation, in a survey of young people in elementary schools, 
high schools and colleges, reported that they preter a 


rugged watch that can stand the strain of their activities. 
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Gilbert also reported the highly-significant news that 
the youngsters rated the most important qualities as fol. 
lows: (1) self-winding, (2) shock-resistant and (3) 
W aler-resistant, 

lhere are nearly WV million youngsters between ) and 
24 in the country today. They already make up about 
one-third of the nation’s total population and an increase 
of OU per cent is exper ted in the next 10 years. 

ls there any jeweler who can aflord to ignore this huge 
narket / 

| nfortunately, too many retailers are content to coast 
along with merely the reputation as a wat hmaking 
authority built up by jewelers over the years. 

Yet. look around you in your business district. Where 
are the old-fashioned hardware, stationery and drug stores 
of your childhood’ They have either faded out of exis 
tence or are barely recognizable. The ieweler is no dif 
ferent. He must continually be alert to changes in con 
sumer desires, or forfeit his enviable position as the 
retailer in the volume merchandising of watches. 

lypical of the progressive jewelers who are capitaliz 
ing on the public 's new interests is the Hurdle Jewelry Co., 
Boulder, Colorado. which turned to activity watches to 


overcome a local selling problem. Concerned over the 
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fact that its watch sales were steadily falling off though 
the community had experienced an impressive population 
growth, the firm conducted a survey to find out what was 
wrong. lt learned that most of the residents of the town 
(population 20.000 with another 4,000 college students 
hetween September and June! already owned a fine watch 
Faced with the difficult task of ove reoming watch “satu 
ration. Hurdles switched its emphasis to activity watches 

\ caretul analysis of the local selling situation was also 
made by the kalkner lewelry L0., brighton ( olorado 
| his company learned that most of the area residents 
were buving their wat hes in nearby Denver. Realizing 
that its potential was thus largely limited to second 
watches, the firm concentrated on activity models 

kor Esnard, Your Jeweler, Baton Rouge, La.. the local 
selling problem was formidable indeed. The firm had 
specialized almost entirely in better-priced, exclusive 
watches for the “carriage trade’ of the city. By mid-1955, 
the character of the community had changed to su h an 
extent that the bottom had all but fallen out of the cat 
liage trade business, benard . realized that to capture a 
share of the citys rapidly growing industrial market, a 


new emphasis was necessary lf turned to activity watches 


A , ya 
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WINDOW DISPLAYS HELP 


by Virgina Dixon 


A. With a watering can sprinkling the 
hed of new watches, and pots of fresh 
hyacinths for color, the stage is set 

lor an effective window display em- 
phasizing the newest in watch styles. 

BM. “Whether you're going to Newark or 
Paris, a smart, accurate timepiece will 
make your trip more enjoyable,” is the 
theme of this window. A suitcase and 
timetables help point up the scene. 

q. “Your watch is a very important part 
of the fashion picture,” this window 

tells passersby. The fashion feeling 

is emphasized with a large cutout 

figure and colorful fabric coverings. 

. The younger set needs watches too, 
like their older brothers and sisters 

in college. “The right time for school 
time” is also the right watch for 


youngsters rugged activities. 


* Few new cars are purchased today because the old one 
just won't run any more. Last year’s suit is discarded, 
not because it is in shreds, but because its lines are no 
longer in style. Many a bigger and better television set 
is being installed to replace one considered quite ade- 
quate a year or 80 ago. 

Second cars, third radios and other multiple items are 
becoming increasingly common in quite average Amer- 
can families. This high-speed obsolescence would not be 
possible without high employment and income, but it is 
not the result of these alone. Strong promotional efforts 
have created the desire for these particular products and 
an acceptance of them as a part of current standards of 
living. 

There is no reason why the watch business cannot be 
a part of this picture. A wardrobe of watches instead of 
one old faithful is not a new idea, but it has not received 
particularly strong promotional effort. A watch is just 
as utilitarian as a car and today must be just as newly 
and smartly styled. 

Watch manufacturers have many exciting new kinds 
and styles of watches available, but the desire for them 
must be created and encouraged if they are to be sold 
in the present highly competitive market. Window dis- 
plays have long been one of the most effective merchan- 
dising tools in building consumer interest and desire. 
Selling ideas can be vividly dramatized in the window. 
There, the merchandise does not depend on a picture o1 
wordy description, but in a suitable setting it speaks for 
itself, 

The jeweler has an especially strong story to tell about 
his watches. Because of the watchmaker tradition in the 


jewelry store, the jeweler is the authority on what is the 


THE JEWELERS’ CIRCULAR-KEYSTONE 














finest, the latest and the most desirable in any particulat 
type of watch. He knows more about watches so he has 
more to say about their utility and their style. He knows 
his customers so he knows what sales appeal will be 
most effective. Their activities will give him clues for 
interesting promotions. 

The jeweler has a selection of fine, old and dependable 
names in the watch business that he can feature. He has 
his watch repair service to back up his guarantee and 
he has the prestige of the store’s name on the box, which 
is a very strong selling point with a gift purchase. 

To do justice to this important and interesting sales 
story, the jeweler should be sure that the displays them. 
selves are colorful, imaginative and fresh in presentation. 
Tell your sales story with dramatic backgrounds and 
props. Make your watch displays the talk of the town. 
Make people watch-conscious as they've never been 
before. Here are a few ideas: 

Spring is nearly here. Catch everyone's eye with pots 
of fresh hyacinths and a gay watering can sprinkling a 
flower bed of new watch styles. Sketch A suggests the 
arrangement of such a display with a background copy 
ribbon that reads, “See the new watch styles in our 
spring garden!” 

Stack freshly scrubbed flower pots as elevations for 
your watch boxes and use colorful seed packets as bright 
spots of color. Suspend a gaily painted watering can 
from the window ceiling with a length of ribbon and 
use lengths of very narrow ribbons stretched from the 
spout to the “flower bed” on the window floor. 

Arrange a grouping of watches on a circular earth. 
brown pad for the flower bed and cover the rest of the 


window floor with green velvet or artificial grass cloth. 
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THEMSELVES 


Watches for the traveler are featured in Sketch B. 
A gayly labeled satchel cut-out calls attention to the 
hand-lettered poster which reads, “Whether you're 
traveling to Newark or Paris, a smart and accurate time 
piece will help you enjoy your trip more, Let us show 
you our fine selection of unusual new watches.” 

Timetables are mounted on heavy cardboard, scored 
and folded to stand upright to serve as display stands for 
a number of watches. The satchel can be painted on 
heavy cardboard or compo board, The labels may be 
painted, or real stickers can be used, You may be able 


to get a good selection from a local travel agent. 


y 
Fashion is the theme for Sketch C. A smartly dressed 
fashion figure from a newspaper or magazine is enlarged 
by photostat to about a foot in height, mounted on stiff 
cardboard and cut out. An open rectangle of cardboard 
or compo board, covered with fabric, frames the fashion 
cut-out and a cylinder elevation displaying watches, 

Copy ribbon reading, “Your watch is a very important 
part of the fashion picture,” extends from behind the 
cylinder elevation. Other watches are displayed on addi 
tional cylinders and in gift boxes. A few watches are 
arranged on the fabric-covered frame. 

The fashion theme might be emphasized by using 
several types and colors of dress fabrics for covering the 
elevations and the frame, but be sure the colors and 
textures are harmonious. If in doubt, cover all the units 
with the same material and use a contrasting color for 
the floor and background. If several colors are used, 
floor and background should be neutral——black, gray 


or tan. 





A new sales opportunity for 


the jeweler is offered by the 


growing trend toward service 


awards for long-term employees 


AWARD WATCHES: ATIMELY BUSINESS 


man walked into mv store one 


on; 


day. threw a 25-year button with a 
diamond center on the show case, and 
blurted: 
* "Look 
eats ol wo k! 
thie / 
\nother “An 


worket who had just retired came in 


they me for 25 


W ho would vet 


what gave 


weal 


incident: insurance 


one day. Management had given him 
a silver tray and a basket of flowers. 
What i do 


4“ 
hie snorted. They 


And why 


can with a silver tray?’ 


know I’m not mar- 


ried, the flowers? I'm not 
dead! 

lhese two incidents, related by Wil 
liam Savitt, owner of Savitt’s Jewelry. 
~~ Hartford. 


watch 


> Asvium Conn.. 


farted him off or il award 
that 
of the largest in the country in 


only it) 


program has mushroomed into 
totic 
years. 

these two cus 
others like 
Savill to act, He 
walked into the ofhce of an insurance 
company president and emptied a box 


startled 


he eA Periences ol 


tomers and of { ountless 


them pr ompted 


ul of 25-year pins on the 
executive s desk 

This is all these pins mean to 
Savitt “They 


trade-ins aon 


yout 
sell 


watches 


employees, said 


them to me as 
Why don’t you give watches-—and then 
your people wouldn't have to buy them 


from me’? 
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Savilt's idea appealed to the insur 
ance company head and he placed an 
order, 

Today, furnishes Hamilton 


than 20 ae 


“avitt 


award watches to more 
counts, Their orders range in numbet 
from a half-dozen watches a year to 
many thousands, He has sold his pro. 
gram to three major insurance com 
panies, several large banks, two air 
craft plants, a bakery, a newspaper, 
an automobile dealer, an electrical 
firm, a public utility and a variety of 
manutlacturers, 

“Not only 


repeat business each Vear, save Savitt. 


do these accounts mean 


“hut when any of the firms want othe: 


call 


example a 


jewelry they automatically me, 


just the 


manutacturet 


other day. for 


phoned and said he 
wanted to give a gilt to one of his top 
executives. | gave him several ideas 
and wound up with a substantial sale.” 

How can other jewelers develop an 
award watch program as successful as 
this? Savitt makes these suggestions 


(f) 


show 


I rom Vout OWN ECXPeriences, 


industrial and business leaders 
how employees who have little regard 
lor a service pin would be delighted to 
Tell them about the 


progi iti is 


receive a watch. 

success the watch award 
enjoying throughout the country; with 
executives constantly on the alert for 


methods of improving employee rela 


By Roger Dove 


tions. if should he easy to sell the 


idea. 
Ke known hy the service Vou 
render, Give top priority to any com 


the 


(| 


plaints about performance ol 
watches used in the award program 
Spare no expense to adjust real o1 
This 


reassuring Lo the wal h owe 


imagined grievances, service is 
justifies 
his companys faith in the program 
and is effective for word-of-mouth ad 
vertising, 
(4) Roll out the red carpet when 
have received award 


people who 


watches come into your store, Let them 
know you are proud ot the long ser- 
vice they have rendered to their firms 
part in the recognition 


and of yvout 


thev have re eived. 


(4) If a 


already 


man receiving an award 


watch has re | good bimepiece 
let him choose a wat h for his wile. 


' »} Re 


sel aside 


known as a good cibizer 
advertisin 


lake aii 


atid 


part of youl 


budget for public service 
drives 


addition to 


active part in worthwhile 


civic undertakings. In 
being a good neighbor, you will mak 
contacts with business and industria! 
leaders, 
“Selling the 


part of the program,” Savitt cautions 


watch is the smallest 
“We provide a service that furnishes 
‘peace of mind’ to both the companies 


h. 
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new FREE* 
folders [0 






















al , 
TD sigmond help you sell 
is 
forever diamonds 
————m bai *Order 1000—lree! Or. order 


several thousand, and get youl 
fi s/ thousand ree bree lose ri it’ 


for ede hi additional thou 8a nad, 


ee 





These handsome new two-color folders are de- 
signed to help you cash in on the year-round 
opportunities for diamond gift sales. They 
promote diamond gifts for anniversaries, the forages. 
birth of a child, birthdays. and lor othe Pn por 
tant family occasions. 

\ppealing to men and women in every age 


SrOuUp, they vive interesting lacts about dia 





monds, invite customers into your store, 
They're sized for bill enclosure use, and 

counter distribution, and space is provided for 

you to imprint your name and address. Order 

Cn) free! bern lose ioe for each additional | eae: a 

thousand. Order from Diamond Promotion : 

Lye partment, The Reuben H. Donnelley ¢ orp.. 

230 EF. Sandford Blvd... Mount Vernon, N. Y. 


Tie in with the national diamond promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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AS ONE JEWELER TO ANOTHER 


A metropolitan firm’s seasoned understanding 


of advertising problems is communicated 


through its own retailers’ mat service 


by hLeverett M 


* “If a person comes into our store 
and says, ‘| want that piece of mer- 
chandise,’ pointing to the illustration 
in our newspaper ad, it is sure proof 
that the illustration pays. In my 
opinion, illustrations are more im- 
portant than copy!” 

This opinion, expressed by jewele: 
Allen Davidson, treasurer and co- 
owner of the Thomas Long Co., Inc., 
42 Summer St.. Boston. is the basis 
of his firm’s syndicated advertising 
program, the Longcrest Advertising 
Service. The Long Co. describes it- 
self as the only retail jewelry firm 
in the country to offer such a service. 

Longcrest provides retail jewelers 
with a mat service that incorporates 
the thinking of a large metropolitan 
jewelry store with a variety of jew- 
elry illustrations. It furnishes jew- 


elers with complete ads. together with 


STORE NAME 


Smith 


separate illustrations so they can com- 
pile a file of appropriate drawings. 

Unlike most other mat services, 
Longerest features two-column ads, 
5 to 7 inches deep. This is primarily 
because of the Long Co.'s own suc- 
cess in featuring merchandise in 
small spaces, but also because of the 
increasing costs of newspaper adver- 
lising space, There is still anothe 
reason, which jewelers generally 
know little about: 

“Small ads often get the best posi 
tion on the page, since it is easier fo 
the newspapers makeup man _ to 
switch them around a bit,’ Davidson 
explains. “This is particularly true 
of jewelry advertising. Most two- 
column ads, especially those with 
illustrations, get a preferred posi. 
tion.” 

Longcrest publishes three ad books 


PLEASE TURN TO PAGE 83 
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Whatever your diamond needs... 
Wherever you are... 


BAUMGOLD 
offers you 


°The largest collection of diamond shapes 
and sizes in every price range. 



















°Exclusive plus features at no extra cost 
Circle of Light — Jagersfontein —Heart Shapes 


*Immediate delivery. 


For three generations, Baumgold Bros. have been supplying diamond merchants 
all over the world with ALL their diamond requirements. 






Whether it is a normal shipment of regular goods, or that hard-to-find order 
for that hard-to-satisfy customer, you can depend on Baumgold 

for diamonds of consistently exquisite beauty that will delight 

your most discriminating customers. 









You save time and money as a Baumgold customer because you buy directly 
from the manufacturer... the ONLY manufacturer that can offer you such a tremendous 
collection of diamonds and consistent dependability. 






[Jaumeous BROS., Inc. 580 Fifth Avenue, New York 36, N. Y. 





liow nature’a materials can be 


fashioned into forme worthy of 
ay in retail jewelry stores 
carnelian bison and moss agate 


iit goat, courtesy of Wedderien 


Madison Ave New York 


how the jeweler can know them: 


THE MICROCRYSTALLINE QUARTZES 


by Dr. Frederick H. Pough, JC-K Gem Consultant 


* Last month we divided the numerous quartz jewelry 
stones into two groups, the first of which included all 
those stones in which the gem was part of a single crystal, 
or if a tumbled stone, almost all of it. It was noted that, 
in the main, these single crystals were more or less 
transparent when they are flawless, and as flawless stones 
they have usually appeared in a facetted form. The 
second group of the merely translucent and the truly 
opaque varieties of quartz are not large single crys- 
tals, but aggregates of millions of intergrown units 
of tiny crystals, and are the subject of the next 

three installments, 

Discussing all the varieties in any sort of 
detail would be an encyclopedic task, for quartz 

is the world’s most ubiquitous mineral and its 

variety is well-nigh endless. Several books have 

been written about quartz. The most useful for the 

jeweler is THE QUARTZ FAMILY MINERALS, by H. C. 
Dake, Frank L. Fleener, and Ben Hur Wilson 
(Whittiesy House, 1938), 

Here will be found many of the special and 
local names that have been applied to the less 
well-known, minor variations in coloration and 
appearance in these micro-grained quartzes. 

Professional mineralogists are often unfamilia: 
with (and object to) such names, preferring de- 
scriptive names that indicate something of the 
appearance of a stone. But they are used, and the 
jeweler may have a need to look them up. 

When it comes to terminology, people who 
make mineralogy their profession are likely to 
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Winner of “Diamonds, U.S.A.’ Award for outstanding achievement in jewelry Design. 
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T vemeuved 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements 
Attachments are alio 


dt atlable separate ly 


‘ 
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551 Fifth Avenue, New York 17, WN. Y. 
‘ Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-38. 


ror Marcy, 1956 









































An employee cheuld be able to 







help out on the sales floor or 


behind the effiee windew, in the 


















opinion of jeweler Ted Pailet. 


COST 
CUTTING— 


a successful operation 


by David Markstein 


© Every square inch of potential 
sales space that is used for anything 
else is a direct loss to a retail jewelry 
store, 

Starting with that premise, Ted 
Pailet, head of Pailet and Penedo, 
Inc., 152 Baronne St., New Orleans, 
swept away the waste space in his 
store and worked out a number of 
specific measures for controlling 
and in some instances, cutting 
store operating costs. 

His program of increasing efh- 
ciency broke down into three cate- 
gories—-making maximum use of 
selling space, training sales and 
clerical personnel to replace one an- 
other in emergencies, and adding 
to the comfort of both customers and 
store employees. 

Pailet launched his cost-control 
project because, in his opinion, keep- 
ing operating costs at a minimum is 
a jewelers most pressing problem. 

“Prices are set by fair trade and 
competitive conditions, he points 
out, “and are under a_ constant 
squeeze from high taxes and high 
costs. There isn’t much any jeweler 
can do about taxes, but we can—and 
do-—tackle the cost problem success- 
fully.” 

The jeweler s inspection of his 
store for more sales space resulted in 
the clearing away of excess square 
footage given over to operation 
ofices and other non-selling fune- 
tions. 

For example, Pailet knew of the 
small but worthwhile savings to be 
made by purchasing letterheads, 
olice forms, envelopes and other 
supplies in large quantities. He had 
to balance this saving against the 
cost of floor space needed for big 
inventories of ofhice supplies—and 
found that smaller ordering was in 
effect more economical, because it 
left more room for selling. 

PLEASE TURN TO PAGE 103 
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S pring, Tome 6 Stine Wine 


...- when they’re 


"LINDE’ 


STARS 
- 


To lead your Springtime 
profit parade — LINDE 
Man-Made Star Sapphire 


and Star Ruby 


ENGAGEMENT 
RINGS 


* 


BRIDAL 
RINGS 


*K 


GRADUATION 
GIFTS 


























LeT LINDE AdVERTISING 
he Ip you sell the Stars. A colortul dis 
play card featuring Linpe Stars a 
seen in the New Yorker Magazine is 
yours for the asking. 


DISTRIBUTED BY 


CHARLES F WINSON. Gems 
550 Fitth Avenue 
New York 36. N. ¥ 


CGhORGI 


MAN DURAFFOURG GEM COMPANY 


576 Fitth Avenue 
Ne WA York if \ y 


HOUSTON 


1458 South Hill Street 


Los Angeles 


POR MARCH, 1956 
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Tell Your Customers 
THE STORY 
OF THE STARS 


‘The Stars are surrounded by a 
wealth of fascinating lore— 
both fact and fable —that will 
help you turn shoppers into 
buyers. So, tell the story and 


make the sale — 


The ancients who found the first star 
sapphires and rubies were quick to link 
them with the stars in the heavens. Many 
thought it falling star ended its journey 


in the silky ce pthis of one of these stones 


To this day. manv Orientals believe 
that the star stone will ward off evil and 
bring good fortune, even if the vem has 


passed into other hands 


Probably the oldest of the famed stars 
belonged to Sir Richard Francis Burton, 
the great traveler. Wherever he went in 
the Orient, the legend of his fabulous 
vem preceded him and he received the 
best care, the finest service, all in return 


for il glimpse of his hick bringing star 


* In many le ue nds. the star stone is con 
nected with (Christmas and the Star of 
Bethlehem 


b It is a fond tradition that the three lines 
* that form the star re present Faith, Hope, 


and Destinys 


oK Folklore te Ils hho thre ’ ipphire will “cool 
a te vered brow calm excited nerves 


bye Tie fit thie bee art ana reve etie ile lise ord - 


<« ‘The ancient Persians believed that the 
earth rested ‘mi sapphire column and 
that the sky was a reflection of the stone's 
color 


~ ‘| hve sapphire vy 145 said to be sacred te 
' Apollo the Creek Cod of maniv vouth 


and beaut 


» a The ruby in its brilliant color was the 
symbol of passion, the spark of life and 
vitality. It was also supposed to endow 
its owner with happiness and health and 


assure a woman the love of her husband 


a I hve star storm ha il a} bererny known 
aa UM powertul lve charm and rovalty 
of many lands has used the star sapphire 


as an engagement geom 


4 beve ti toda’ thie , pphire and ruby hold 
special significance, for sapphire is the 
birthstone for September rulyy is the 
buirthetonme for ful 


A Fact About LINDE Gtars 


linn Stays have thie “iit chenike al and 


pi if il prope rtie : natural stones 


itk of LU mon Carbide and Carhon f orporation 
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Selected and Serviced by Leading: Wholesalers 


Your Wholesaler will be 
showing you the Profit Pack- 
age Put-up for $peedy $ales 
of BDA Birthstone Rings for 
Toddlers, Teens and Ladies. 


Order the Profit Package Put-up from 
your BDA Wholesaler. 
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Taclst mc lsltm saat eel ole 


NEW EMBLEM RINGS 


Illustrated: Masonic 

Blue Lodge ring with 

heavy 10K yellow gold 

shank with trowel and 

: af | = level on sides, LOK 

, 7 A ee : white gold sun ray and 
’ emblem. 


No. R-811 
$48.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE + RHODE ISLAND 


Emblems since 1661 
through your Wholesaler 


In keeping with 
the heovy mas- 
culine look, this 
set features a 
simple design of 
bold deep - set 
lines of antique 
black on a field 
of brightly pol. 
ished yellow gold 
plate. Set Retails 
for $6.00 


RIPLEY & GOWEN CO., INC. — Attleboro, Mass. 
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Remembrance Bracelets “4g 


ee 
Ti oe Ath ae at ae » 


of chain designs 


pe" Available in 2 —* WS is 
i>. Sterling Silver * 1/20-12 K.G.F. <M ae 
> > 1OK and 14K ae ; 


a = 


rae One a 
2 om .* Le. ian 
Pd ie a 


AUTOMATIC CHAIN CO. @ Providence, K. | 


NEW YORK + CHICAGO + LOS ANGELES 





meena — aterm ern em cc tee 


HEAVY 
STERLING 


A FEATURE OF THE P & K LINE. 
A must tor your customers who appreciate beauty 
and quality. Set retails for $13.75. Cuff links $8.50. 
Your wholesaler has them. Ask him to show you 
the entire line. 


PITMAN & KEELER 


104 COUNTY STREET, ATTLEBORO, MASS 





BARROWS 


1365 (Shown Left) 6” 
Becutiful two-tone 
Sterling Silver brace- 
let with hand engrav- 
ing and lovely signet. 
$7.75 ea. 

Also 5'/2” size 


1599 (Shown Right} 
6” Pretty pattern, joint 
and catch with con- 


cealed safety guord, 
1/20-12K yellow Gold 
Filled. $6.50 ec. 


Also 5'/,° and 7” 
sizes. . 
H. F. BARROWS CO. — NORTH ATTLEBORO, MASS. 





NATIONALLY RECOGNIZED AUTHORITIES IN MERCHANDISING 


© 
Swiishy 6. Chilich 


we F066 Ce 


LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street * MUtual 3173 
CHICAGO 7? tWlinois + 55 East Wash ngton Sireet * FRankliin 27-7791 
DALLAS 1, TEXAS + 1802 Main Street * PRospect 1041 


ANTWERP, BELGIUM + CAPE TOWN, SOUTH AFRICA 
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Top: Women’s billfold by Car- 
ter Leather Goods Co., Ine., 

New York, retails for $5. 
fvwailable in choice of fashion 
colors, including pink, ivory, 
and light blue 

Viddle;: Pastel flowers ornament 
the allwhite enamel purse ac- 
conssories, by Volupte, New York, 
Matched units retail at: carry: 
all, $15; compact, $7.50; 
lipstick, $2, and comb, $3. 
Rotiom: New Wales French purse 
by Columbia Walescraft Lid. 
Vew York, features pullthrough 
money pocket in change purse. 
Lists for $5 in red, green, 


navy, pink, blue, ivory cowhide. 


Jerry Gewirtz 


JC-K Fashion Consultant 


LOOKS TO CASUAL GIFTS 


These are the logical plus-sales items the retail jeweler often neglects. 


® As the retail jeweler sees the corner drug store carrying inexpensive 
costume jewelry and the discount house touting price rather than quality 
and style, he looks for those lines that he can merchandise as gifts worthy 
of his store. 

He wants items representative of the kind of product long associated 
with his reputation, combining quality with a definite fashion appeal. 

But many jewelers have not yet put to work varied and worthwhile 
types of merchandise that they have long carried——leather goods, com- 
pacts, cameras, and other gifts that can be described as casual. 

These are items that embody the essence of jewelry store merchan- 
dise-—they lend themselves to the prestige the retail jeweler must main- 
tain and they are styled by increasing numbers of manufacturers to com. 
plement today’s fashions. 

Fine leather goods, quality compacts and accessories, technically 


superior cameras are the kind of gift items that have proved outstandingly 





lop: “Nordic” table lighter is 
designed in marble with black 
and gold-colored design. Base 
and “plume arm” are in chrome 
plate Konson, Vewark, N J. 
makes it to retail at $15. 
Middle: “Day and Night” lighter 
set in the Colibri line is 

by Jacques Kreisler, North Ber 
gen, N. J. The spring line 
includes a variety of colors 

and designs. Retail $22.50. 


Rottom: DejJur, Long laland 


City. N. Y.. makes the “Eldorado” 


to take 25 feet of color or 
black and white film. Easy load 
ing with sprocketless film path. 


Twin lens—-$99.95;: single, $54.95 


Top: Model “700” Polaroid Land 
camera, by Polaroid Corp., Cam 
bridge, Mass., features bracket 

to hold flash gun two ways. 
Ten-vear guarantee comes with 
camera, Retail price: $125. 
Middle: Craftsman Curvex bill. 
fold and keycase come in var- 
iety of leathers and colors. 
Billfold retails from $6, key: 
case from $3. From I, Small 

man & Sons Inc., New York 
Bottom: Bond Street Lid., Neu 
York, designed this matched 


ensemble in choice of colors 


and finishes. Retail: French 


pur s¢, $10.95: cigarette 


case, $7.95: glass case, $7.95 
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Top: Kem plastic playing cards 
has introduced its “Black Panther” 
desian influenced by 
rontemporay design in home 
furnishings, New pattern, in 
red and blue bree kerounds is 
available. One deck, $3.95 
Double deck, $750 

Hottom: Amity Leather Prod 
nets Co. West Hend, Wis 
leatures “Catalina” clutch 

baw in solt, crushed cou 

hide with lourseing case 

lar cards and photos lop 
model, with cover design in 
rhinestones, retails for 

87.50. Lower model re 


tails for 35.9%5 


CASUAL GIFTS continued 


successful for those jewelers who carry and promote them regularly. 

Those jewelers who have almost forgotten how many such items are 
lying in drawers and odd corners of their store, suffering from lack of 
display and promotion, should examine last years sales figures. These 
show that the quality items, the more expensive gift products, sold well, 
Leather accessories, especially, racked up impressive sales totals. 

With the middle income group continuing to grow and with the 
average consumer a more intelligent and exacting buyer, its the wise 
jeweler who is gradually emphasizing the better lines. 

Trading up is no sudden phenomenon nor is it limited to the jewelry 
store, Sales figures for both soft and hard goods have indicated this 
strong shift in buying to quality products, 

There is another potent factor that accents the value of merchandis- 
ing accessories as gifts in the jewelry store. A recent survey pointed up 
the fact that in leather billfolds alone, roughly 70 per cent were pur- 
chased as gifts. When the browsing customer seeks out a gift, he may 
prefer to stay away from a personal jewelry selection but may happily 
find that a wallet or key case fits his needs more than adequately. 

The jeweler who can show his customer an accessory that is a guar- 
anteed quality product, that is always usable and that in addition boasts 
a newness in color or style has won a repeat buyer. He has easily and 
competently closed an otherwise uncertain sale. 

It is important, too, for the jeweler not only to trade up im quality 
but to offer a wide enough selection so the customer can choose. Also. 
the line must be kept up to date. The day of the simple black and brown 
French purse or billfold is over. The gift buyer wants the newness that is 
part of a recentiy-introduced item for his wile or sweetheart’s new spring 


costume, 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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We announce will gil p wile 


THE MOST BEAUTIFUL LADIES’ EXPANSION BAND 


FLEX-LET HAS EVER CREATED! 
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Wilde 


// av FLEX-LET 
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NEVER BEFORE 4 band scexquisite, so MEVER BEFORE «4 | 


: : : ; : - : . | 
slender. oO dlamond-like Oo elevani'l band VItN ich durabillt 


NEVER BEFORE «0 man ing Order today and be am 


facets radiating dazzling brilliance with and sell La Marqu 


every movement tne v 


Stile 

















vessel 


SO BRILLIANTLY CLASSIC IN DESIGN, IT WILL STAY IN STYLE FOREVER! 




















jusunai ! a); 


N & VW ! Follow-up to the most successful man’s band in years! Looks 


thin as a dime! Feels light as a feather! Hand-lapped mirror finish... like 14K gold 
jewelry! With 10K yellow G. F. top, stainless back. RETAILS 

Ss ‘ 4 ) : () all ee © : — : 

STYLE NO, 104-~straight ends. STYLE NO. 106—curved ends 10.95 are 


go apo, MP N OW | FOR THE FIRST TIME... 


It expands and 

contracta, flexes 

and moves, with a : THIN MAN DELUXE IN STAINLESS STEEL! onty 6.95 
life-like grace and s fed. tax exempt 
suppleness unique | 


in the band field! Just imagine! Beauty and design never before possible in stainless steel. 
Now, for all waterproof watches, the world’s most durable watch band! 


T-w-t-8-¥ IT! ; STYLE NO. 107 —straight ends. STYLE NO. 109—curved ends. 


Only TRU-RIVET® 
CONSTRUCTION en- 


ables “Thin Man 
DeLuxe” to pasa AGAIN and AGAIn Destined to outsell any single 


thie Torture Teat e- it never gets out of : 
... to take auch a wr shape! Always huge man's band style on the market! 


beating and atill 1 the wrist ae secure uv, 
snap Sopa and anti gently, naturally ae Order an assortment in yellow 


work like new! the akin itself! 
. ; and white today! 


WARNING “UU. 8. Patent No. 2,444,664 


protects this exciusive conetruction feature. 











NOW ! vou can 


GAIN VOLUME SALES AND HIGHER PROFITS 
FROM LADIES’ CORD ATTACHMENTS! 


FLEX-LET has transformed ordinary cords 
into exquisite jewelry! 








CUSTOM-MATED 
é CORDS 


nll 
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A. STYLE NO. 261 yellow or white SB. STYLE NO. 257 yellow or white Cc. STYLE NO. 263 yellow or white 
“Golden Braid” ends, adjustable ratchet. “Golden Dot” ends, adjustable ratchet. “Golden Heart” ends, adjustable ratchet. 
STYLE NO. 259 same with center catch STYLE NO. 268 same with center catch STYLE NO. 251 same with center catch 
and safety chain. 3.908 1. and safety chain. 3.96 7T' and safety chain. 3.906 7) 


It’s so easy to “trade-up” to a bigger unit sale, a bigger unit profit with Flex-Let’s 
ingenious new jewelry creation, CUSTOM-MATED CORDS with Ends that Blend. 


THE PERFECT WAY TO SHOW 'N SELL 
“CUSTOM-MATEO CORDS” 


Freel F ye-catching merchandising dis- 
play in full color with your order for 1 
dozen (4 each of 3 styles shown), Custom- 
mated cords come in Flex-Let’s beautiful 
plastic and velvet watch band package. 
Don't detay!t This display in your 
window or on your counter will attract 
new customers to your store...new sales, 
new profits for you! 


ORDER TODAY! 














FLEX-LET PRESENTS 


“it’s given-us a complete 
watch band department” 


“has simplified our 

watch band selling” 

“gives us finger-tip 

inventory control”’ 

“customers actually stop and 
pick out the style they want” 
“we're now selling more bands 
with less inventory” 


“made our salespeople more 
watch band minded”’ 


“it’s doing a magnificent 
job for us” 
“our watchmaker made more 


band sales than our 
regular saleemen” 


“made watch bands a 
mighty ‘hot’ item 
in all our stores” 
“our watch repair dept. 
is now a watch band 
sales department too”’ 
“average increase in all 

stores is about 35%" 


‘imereased our watch band 
volume” 


“47% sales increase in 
watch bands 


“this is the best yet— 
band sales have doubled” 


“has glamourized watch bands 
... inereased our sales” 


‘never dreamed we could 
have such an efficient 
watch band dept.” 


“now we make the ‘out-of-stock’ 
sales we used to lose” 


“completely departmentalized 


watch bands for us” 


“suggested many other sales” 


“created impulse buying” 


NO. 110 


“SELF-SERVICE” 
WATCH BAND 
MERCHANDISER 


“A complete 
watch band department 
at your fingertips ” 


NO. 250 


WATCH 
REPAIR DEPT. 
WATCH BAND 

MERCHANDISER 


lurns your watch repaii 
service area 
info an extra selling area 


CUSTOM-MADE 
WATCH BAND 
SHOWCASE 
TRIMS 


“Organize your showcase 


for greater watch band sales” 


ANSE am 


* .,your #110 Flex-Let 

serchandiser has done ee 

a sagnificent job for 
finger-*P inventory 


- faster sales.-- 


fo 
aakes h band 


increased our watc 


yolume.” 
MM. ROTHBAUY, 
president 





"FPlex-Let has opened our 


eyes to the fact that 


salesmanship is not 


with use of 


jred 
requ -_ gurprised 


verchandiser! - 
to find our #4 
are very £004 


tchmakers 
watch 
now 
band salesmen. 


president 
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tores the 
ease in watch 
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“tn our 55 § 
average incr 
4 sales was sore 


a0 t three sonths! 


25% in jus 
Fliex-Let ha 


wonderful § 
jeweler in bring*® 


gs done & 
ervice for the 
g out 


these tris!" 
president 








Makes shoppers think watch bands, want watch bands, buy watch bands! 

e Directs store traffic to a sure-fire selling area! 

@ Shows and sells 10 luxuriously displayed styles under glass, maintains an 
inventory stock up to 100 bands in 20 rear drawers. 












© PROVED! The most brilliant sales producer 
and most efficient inventory control unit ever 
designed for jewelers’ counters! 









© PROVE iT YOURSELF! Merchandiser 


is yours FREE with order for only 60 Flex-Let 
bands! Must include at least 5 men’s and 5 
women’s styles. Use Flex-Let watch band mail 
order form or request “No. 110 assortment.” 














FRONT VIEW 


9” high 19° wide 13” deep REAR VIEW 


padded velvet top 











Deep, soft velvet cover makes comfortable working area for watch- 
maker. Cover lifts and 10 luxuriously displayed bands are in instant 
view. Stocks 10 additional bands in rear drawer. 


. PROVE D! Adda watch band sales to 


watch repair jobs! 


© PROVE IT YOURSELF! Merchan. 


diser is yours FREE with 2 each of 
Flex-Let’s 10 top-selling bands—5 ladies’ 
styles and 5 men’s styles. Use Flex-Let 
watch band mail order form or request 
“No, 250 assortment.” 






closed 
for watch 
inspection 


22" high 
16” wide 
11” deep 


open 
for watch band 
sales 

















The most impressive presentation of watch bands ever created @ PROVED! such o great new concept of watch band retailing 
for your store! Three sections combine to form one magnificent it has set a new standard for the industry! 


6’ trim, or sections are available individually. Each unit is 4” 
high in rear, tapering to 1” in front. Plastic drawers in rear hold 
watch band stock. Pressure-fit wells hold band packages secure. ® PROVE iT YOURSELF! For FREE trims, custom-made 


Velvet finished in 3 color-combinations: Wine and Silverdew, for your store, uée Flex-Let watch band mail order form or re- 
Aquamarine and Wine or American Beauty and Light Grey. quest pre-packed assortment for’ Unit Nos. 1, 2, or 3” — as desired, 
plays 42 bands-—21 women’s, 21 men’s; bands--9 women’s. 9 men’s; stechs 40 for men's and one for women’s bands for a $150. assortment pilus any three 
stocks 80 bands — 5 each in 16 rear draw- bends.5 each in 8 rear drawers; meas- Each ¢i 12 bands (24 total); each $9.95 7.1. bands at retail—your cost, with- 
ee SS oe ” _ wide een ures 16” deep by 36” wide my 4 bends 5 each in 4 rear draw- out tax, $9.05 each 

w your order for a . assortmen ers (40 total); each 16” de 

plus any five $9.95 T.1. bands at retail 16” wide a!) measures 16" deep by 


your cost, without tax, $9.05 each 


WHEN IT COMES TO 


S/856 retails 
6.95 T.1. 


S/800 retails 
8.95 T.l, 
(hand engraved) 


S/864 retails 
6.905 T.l., 


S/811 retails 
6.95 TV. 


MEN’S JEWELRY- IT’S FIED ALT 
THAT GIVES YOU 


S/846 retails 
4.95 T.1. (white) 
S/845 retails 
4.95 T.1. (yellow) 


C/259 retails 
8.50 TI. 


C/652 retails 
2.95 T.1. (yellow) 
C/653 retails 
2.95 TI. (white) 


S/463 retails 


; ' _ - SEAU BRUMMEL 
8/803 retails ee _— , ‘ DELUXE 


8.95 T.1. || ee GIFT BOx 
(hand engraved) , <a 3 
Extra sales appeal 
at no extra cost! 
Standard package 
for links, tie bars 
and matching sets. 











WHICH YOU NEED SO BADLY 


THESE DAYS! 







S500 27% 
REPLICAS OF 14K GOLD ORIGINALS 


that 14K gold look —that 14K gold craftsmanship! 


f 















priced exciusively 


102.959, G5 me 


unbelievable at these prices! 













S/8386 retails 
7.95 T.1. 







S/482 retails 
8.95 T.l, 







§/853 retails 












S/880 retails 
7.95 T.1. (white) 
S/879 retails 

7.95 T.1. (yellow) 





S/878 retails 
9.95 T.1. 






8/806 retails 
§.95 7.1. 






BEAU BRUMMELL 
SHOW 'N SELL TRAY 


FREI With your order for only 18 pieces! 
A men’s jewelry fashion show right 
— at your fingertips, for quick, easy, 
eae over-the-counter presentation. Pads from 
FIEKICT Beau Brummel Men's Jewelry box fit partitions 
of hand rubbed oak tray. 












ONLY FLEX-LET GIVES YOU, 
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Only FLEX-LET gives this 
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THE JEWELER, 


REPAIR GUARANTEE 
for the LIFE OF THE BAND 


Me BABA BOB ABP BA BABA BABA BAB 


vor DAE NTE 


That's what the Fiex-Let unconditional repair guarantee for the life of the band 
actually means to you. Beyond a shadow of a doubt the Fiex-Let guarantee... 


ee ee 





THIS UNCONDITIONAL 









CLINCHES BUILDS GOOD WILL 

WATCH BAND SALES! FOR YOUR STORE! 

You need only say: “and the quality Should the occasion arise when a repair 

is tops. /magine! This band comes with an is required —even years later — you can say: 
absolutely unconditional repair “No repair charge!” (We wish you 
guarantee for the life of the band!!! could see some of the letters we receive 






















from consumers and jewelers expressing 
the good will this guarantee creates.) 


CREATES EXTRA GOOD ‘ 
BUSINESS FOR YOU! 

Y our store benefits by this good will because 

the satisfied customers become loyal 


PROTECTS YOUR PROFITS! 


With most other makes of bands, you have 
to pay out $1.00, $1.25 or more each time 
you have a band repaired, This drains 





away a substantial part of the profit you customers! They come back to make other 
made on the original watchband sale. purchases! You create the kind of 
With Flex-Let, you never pay for repairs.’ confidence it takes to bring in diamond and 


silverware purchasers! You step up your 
store trafiic because pleased customers tell 
their friends! And the most powerful 
copy line you can possibly put into your 
own advertising of watch bands is: 
“Comes with an unconditional repair 
guarantee for the life of the band!” 


LEALET 


FLEX-LET CORP. S80 FIFTH AVENUE. N.Y. 36.N Y¥ 
FACTORY: EAST PROVIDENCE, R. | 


*Juat the conaumer charge of 35¢ for postage and handling. 


YOU CAN'T AFFORD 
to overlook your biggest 
watch band saies-builder, profit-maker 
the unconditional repair guarantee 
that only Flex-Let 
gives you! 





Soild exciusively in Canada by: GUILOCRAPT, LTO., 119 Adeiaide St. West, Toronto 


PRINTED in sa +1966. 1.88 Ler ae 









Now available for exclusive showings 


(only one Jeweler in a town) 


IMPERIAL 
ULTURED PEARLS 


World famous 
INTERNATIONAL AUCTION COLLECTION 


Imperial Pearl Syndicate, the world’s largest distributor 














of the finest cultured pearls, was able to secure the 
finest collection of cultured pearls ever offered to the 
American public. These pearls were purchased at 
International Auction much below their present market 
price, and have been fabricated into a fabulous collection 
of necklaces, earrings, rings, bracelets, pins and 
charms by Mademoiselle Bloch, one of America’s finest 
designers ... Many of the pieces in this lovely collection  \@@ZJRO2¥ 
are combined with genuine rubies, genuine sapphires 
and diamonds, and now you can offer this outstanding 
Imperial Cultured Pearl Jewelry to your customers 

at prices they formerly paid for fine costume jewelry. 
Newspaper mats and direct mail pieces are available 


on this outstanding Imperial promotion. 


Write for complete details 


IMPERIAL 5 


» “” 
PEARL SYNDICATE pooes te 
\®) 








NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theater Bidg. 607 S. Hill $+. 
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A JC-K aid to selling fine JEWELRY 


Original creations designed exclusively for THE JEWELERS 


Many precious jewelry sales can be made by capitaliz- 
ing on the customer's interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
pestions that will impress your prospects. You need not be 


an artist to do this; a pad of tracing paper and some 


SZ 


by 
JACK 
HARRITON 


Fluid designs of 
earrings and pins 
suggest grace 

and motion. Large, 
lancy diamonds 
are featured in 


these preces. 


"MC TRCULAR-KEYSTONE 


practice should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard- 
to-please’’ customers. They can even he framed and dis 


played in your store. 
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ONE JEWELER TO ANOTHER (from page 70) 


each year for the subscribing retailer: a fall and Christ- 
mas issue, a spring issue, and a summer issue. Each 
book contains at least 100 ads, more than 50 per cent 
of them designed for small space selling. 

The fall and Christmas book covers advertising from 
early fall through St. Valentine’s Day; the spring book 
covers weddings, Easter promotions, graduation and 
general events; the summer book concentrates on June 
weddings, late graduations, Mother's and Father's Day, 
wedding gifts and seasonal advertising. 

The illustrations provided by Longcrest are similar to 
the line drawings, with which most jewelers are familiar. 
Longcrest artists use what is called the “scratchboard”™ 
technique in their drawings; the result, when reproduced 
in a newspaper, is clean and sharp. 

Established in 1948, Longcrest was the means selected 
by Davidson to provide the firm’s advertising know-how 
to member stores in its group, which had long been ask- 
ing for aid. Once the service was established, Davidson 
decided to offer it to other retail jewelers throughout the 
country. 

He did this because he knew that many jewelers, espe- 
cially those in smaller cities, consider advertising illus- 
trations (except for those supplied by manufacturers) 
too expensive for their use. In addition, most of them are 
unfamiliar with general newspaper advertising practices: 


the best sizes to run. the various types of copy, the use of 


~ = -_—-- a 


DIAMONDS 


F merald Cut 
and Marguise 





FROME 
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layouts and illustrations, the best days of the week to 
run their ads and the best positions. Even more serious, 
they know little about planning and laying out their ads. 
The Longcrest Advertising Service is designed to answer 
just such problems and needs. 

Howard Baxter, who has been with the Long Co. for 
more than 25 years, is the artist responsible for the 
unique ad service. His illustrations have appeared in 
national advertisements of jewelry and silverware manu- 
facturers, as well as in many dealer services, 

Because of the wide circulation of the Boston news- 
papers, where the Long Co. runs its own ads, the firm 
does not sell its advertising service in New England, ex. 
cept in Connecticut, south of New Haven. From an 
initial subscription list of 26 in 1948, the Longcrest 
service now covers 185 jewelers in major cities, smaller 
cities and towns across the nation, There is even one 
client in Honolulu. 

Sources of all articles pictured in the Longcrest ad 
books are given, so the subscriber can order those he 
wishes. The service is sold exclusively to one jeweler 
in a city or territory on a yearly contract basis on a 


sliding scale of prices, based on population. 


Pearl fishers of Borneo set aside every ninth pearl in 
a bottle with two grains of rice for each gem, with the 
finger of a dead man as the stopper. The superstition is 
that these pearls will breed others. 
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Keepsake Brings More SalesGnd 


Tie-in with Keepsake National Advertising 


Howard Jacobson of Edwards 
shows nationally advertised 
Keepsake Diamond Rings to young 
Omaha couple. Keepsake Guarantee 
Certificate on counter increases cus- 
tomer confidence, builds sales. 
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Satisfied Customers to Edwards 


Builds Business for Omaha Jeweler 












DIAMOND RINGS 
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Keepsake neon sign, “Magnifying Motion” display, guarantee 
certificate and 55 Keepsake ring sets dominate Edwards’ window — help 
attract “ever-increasing share” of Omaha's diamond ring business. 


Only Keepsake Jewelers 
Enjoy this Powerful Advertising Support: 
1. Large Space Advertisements in 11 Leading National Magazines. 
2. Network TV Commercials by Steve Allen on NBC-TV “Tonight” Program 


4. Exclusive Co-operative Advertising in the Yellow Pages 


of the Telephone Book. 





for details concerning 


the availability of a profitable 
Keepsake Franchise in your area. 


A. H. POND CO. INC., Syracuse 2, N. Y. 





Rings enlarged to show details 
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4 PRE-SELL 


THE ITEMS YOU SELL 


LIFE carries more jewelry, optical and camera advertis- 
ing than any other weekly magazine,* LIFE also has the 
largest audience of any magazine—26,450,000 readers 
every week, 

These two facts, together with LIFE’s powerful local 
impact, make it America’s biggest magazine—and first 
choice with thousands of promotion-minded retailers, 


These fast-moving products will be pre-sold 
in LIFE during March 


February 27, 1956 

1847 Rogers Brothers—page, color 
Royal Electric Typewriters—page, color 
Bell and Howell Cameras—'4 page 
Metalcraft Photo Frames— 56 lines 


March 5, 1956 

1, B, M, Electric Typewriters-— page, color 
International Sterling — page, color 
Miranda Pearls— page, color 

limex Watches-— page 

Starfire Diamond Rings—%4 page, color 
Winthrop Watches — 14 lines 


Merch 12, 1956 

International Stainless page, color 
Royal Portable Typewriters—page, color 
Artcarved Diamond Rings—') page 
Bell and Howell Cameras-—-'4 page 
Keepsake Diamond Rings—'4 page 
Voigtlander Cameras—'4 page 

Merch 19, 1956 

International Silver Company—4 pages, color 
Argus Cameras-—— page colot 

Norelco Shavers — page 

Polaroid Cameras-— page 

Ronson Lighters— page 

Royal Standard Typewriters page 
Duchess Pearls—'4 page, color 

Swank Men's Jewelry—'4 page, color 
Shield's Men's Jewelry—-4 page 

March 26, 1956 

1847 Rogers Brothers ~page, color 
Burroughs Adding Machines—'4 page, color 
Bell and Howell Cameras—'4 page 
Dunhall Swiss Watches-—14 lines 


Sources: *P. 1. B. (A Study of Four Media. 
LIFE’s circulation is 5,616,818 
LIFE'’s weekly audience is 26,450,000 


International Flavor Dominates 
*W orld of Gifts’ in Washington Store 


* 
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An intricately-cut Val St. Lambert decanter was one of the 

conversation pieces in the crystal department of Chas. Schwartz 

& Son's new "World of Gifts” china, crystal and silver depoart- 

ment. Glass shelves resting on brass standards and wall dec- 

orations of game birds provided the background of the Wash. 
ington store's crystal section, which included pieces from 
several nations 

The accent is on internationalism in the newly-opened 
china, silver and crystal floor of a large Washington 
retail jewelry store. 

“The World of Gifts.” the name Chas. Schwartz & 
Son, 1313 F St., NW, has given its second floor depart- 
ment, which was opened officially last month, is a 
name that summarizes its world-wide aspect, with gilts 
from many nations, plus selections from American manu. 
facturers. 

Like other jewelry stores, Schwartz's traditionally 
stocked merchandise from the manufacturers of many 
nations, as well as domestic items, In recent years. 
Americans’ greater interest in travel and in the products 
of cultures around the world, the store management knew. 


pointed up greater opportunities to promote and sell 


the kind of products retail jewelry stores have always 
prided themselves on. 

Another factor influencing the decision to make the 
china, crystal and silver floor as cosmopolitan as possible 
was the international flavor of the nation’s capital, where 
representatives of every country brought an_ infinite 
variety of preferences, 

Inevitably, the Schwartz stock includes pieces from 
well-known manufacturers of England, Belgium, Holland 
and other china, silver and crystal centers. 

Appropriately, the public opening of “The World of 
Gifts” attracted representatives of the British, Dutch and 
Belgian embassies and men from several foreign manu- 


facturers. 
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The 67-year-old Washington firm moved into its pres- 
ent four-story building last fall. The new quarters re- 
placed two previous downtown Washington locations and 
gives Schwartz’s about a third more sales space. The 
new building, formerly headquarters for a photography 
firm, was ripped out, leaving only the walls, floors and 
roof. The jewelry firm then spent about $125,000 for 
modernization. 

The first floor, given over to jewelry display in ser- 
pentine cases, was opened last November. Two private 
diamond rooms are on the first floor, in addition to the 
general displays. 

The third floor includes gem polishing and watch 
repair departments and on the fourth floor are the em- 
ployees’ lounge and restrooms. Schwartz maintains ship- 
ping facilities in the basement. 

Designer and decorator of the store was Milton Glaser, 
AID, of Richmond, Va. In planning the china, crystal 
and silver “World of Gifts,” Glaser worked out varying 
backgrounds for different types of merchandise. Silver 
and china are concentrated in a section decorated in 
Colonial style, with knotty pine fixtures and period chan- 
deliers. By way of contrast, the international flavor of 
the gifts section was carried out in brass and birch. 
alternating with mahogany cases trimmed in ebony. 

The contemporary trend toward putting merchandise 
in the open has been followed in the “World of Gifts.” 


Virtually all the merchandise is on open display. 





Three generations took part in the opening of “The World of 
Gifts,” the china, silver and crystal department of Chas. 
Schwartz & Son's Washington store. Admiring a Belgian vase 
held by Charles Schwartz, 32-year-old president of the store, 
are his father, Samuel T. Schwartz, who retired as president 
last October, and his grandmother, Mrs. Charles Schwartz, 
widow of the store's founder. Actually, the family business is 
four generations old, having been started in 1888 by S'mon 
Schwartz. 


The international flavor of the opening was pointed 
up with the display of plates from the Spode museum in 
England. Originally made for various royal houses, the 
plates were priced up to $12,000 a dozen. A selection 
of Val St. Lambert crystal also originally designed for 


rovalty, was shown in the “World of Gifts.” 








Over 35 Years of Service to Leading Jewelers 





— * 
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Rubies, Star Rubies, 
Sapphires, Star Sapphires 
imeralds, Catseyes 

Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... . 


BARNETT ROBINSON, Inc. 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 
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576 FIFTH AVENUE, NEW YORK 36,N.Y. * 














JUdson 2-2922 


distributor of 


IN D 1D STAR* sapphires & rubies 


since the birth of these man-made 
gems 10 years ago 


THESE PROMINENT MANUFACTURING JEWELERS HAVE ADOPTED AND SPONSORED THEM— 


New Yerk City 

Samuel Abramson 

A. Cohen & Sons Corporation 

Devidseon & Sons Jewelry Co., 
ine 

J. & H. Fiver, inc 

Geverts & Co., Inc. 

John Giovannetti 

Goidstein-Gerson Company 

Morris Kapion & Sons 

Devid Kerp Co., inc 

Knight Mig. Co., Inc 

irving Kiempert Co 


ata! 


R. Peariman, inc. 

Philip-Morris Jewelers, Inc 

K. Polishook & Son Corporation 

Devid Serkin, inc. 

William Schneider 

Stern & Stern, inc 

Untermeyer, Robbins & Co., 
Inc 


Buffalo, New York 
Benstock Ring Mig. Ce. inc 
Block Ring pany 


Clerk Ring Company 


M. A. Reich & Compony 
Stor Ring Mfg. Co., Inc 


Chicago, Hilinois 

The Bali Ce., Inc. 

Chicago Diamord Brokers, Inc 
Frederick J. Essig & Co., Inc 
Halimork Rin or poration 
8. Leader & ‘ 

Mithening Mig. Ceo., inc 
Nathan Berg, inc 


Attleboro, Massachusetts 
L. 6G. belfour Compony 


Cleveland, Otic 

Rudolph Deutsch Co., inc 
Datlies, Texes 

Leon Rudberg Jewelry Co 
Deyteon, Ohic 

Henry F. Shelow 
indianapolis, indiana 
Goodman 4&4 Compeny 
Newert, New Jersey 
Acme Ring Mig. Ce., Inc 


THE JEWELERS’ 


Church & Co., Inc 

F. & F. Feiger, inc 

Lerter & Sons, inc 
Pittsburgh, Pennsy!vania 
Heim & Hahn Company 
The House of Kraws, inc 
Sen Preacisco, California 
5. M. Mickelson Company 
Moser Brothers 

Libmen & Show Limited 
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MICROCRYSTALLINE QUARTZES (from page 72) 


be difhcult anyway. In many cases it is impossible to 
make an accurate identification of unusual quartz va- 
rieties without microscopic examination. One identifi- 
cation, for example, depends upon finding that the 
microscopic quartz needles of a chalcedony are elongated 
in an abnormal direction. So we shall present here a 
lairly simple classification for the jewelers’ use, one that 
will be easy to understand and still close enough to the 
scientists’ hair-splitting for us all to agree on what is 
being talked about. 

In this classification the major headings are: chal- 
cedony, agate, jasper. Lach type can grade into another, 
and more than one recognizable variety will sometimes 
be present in a single specimen, like the banded agate 
islands a sharp eye can discern in bloodstone, or the 
opaque jaspery bands that make the rind of many an 
agate geode. An occasional isolated cabochon might 
be difficult to name, but a group of stones will easily 
be assigned a place in the classification. 

The “crypto” or “microcrystalline” varieties of 
quartz, masses of millions of tiny individuals, vary from 
a translucency approaching transparency to complete 
opacity. In the latter case, the impurities, substances 
that are present in addition to the silica, may constitute 
a significant percentage in an analysis. Nevertheless, 
quartz is the predominant substance, and from jasper 


one obtains a quartz reading on a refractometer if there 


is a flat polished face. The light-colored and translucent 
varieties, on the other hand, are almost pure silica, main- 
ly without water, but with interstitial opal as weil. 

It is not easy to draw a hard and fast line between 
agate and chalcedony, so for our purposes it is best to 
make our criterion the presence or the absence of distinct 
color banding. In general, agate is relatively translucent, 
but is strongly banded with a definite diflerence in color 
in the bands. Chaleedony is paler in hue, usually it is 
more translucent, and though the layering is commonly 
present, it is hard to see unless one has it at just the 


right angle. 


Different effects of weathering 

The invisible banding is often visible on the weathered 
surfaces of pebbles that have been picked up on the 
ground, and is sometimes developed on the exposed sur- 
faces of ancient, buried gems. Weathering aflects the 
more and less opaliferous layers differently and brings 
out an opaque white banding on the surface which sug- 
vests agate in newly found specimens, 

An agate hunter finds only disappointment inside 
however, for a fresh fracture shows that the banding 
really doesn’t penetrate into the translucent quartz and 
our Western lapidaries have not yet started coloring 
their own chalcedonies as they do in Germany. Slightly 
more conspicuous banding is responsible for stones that 
could be called by either name, but which is given is 











Importers and Cutters of Diamonds 


Originally established 


l-&M:Kahn- Jacobson 





Bres-|> 





President, Walter N. Kahn 
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AKE MORE MONEY ON 
"— STOPWATCHES 


a Sold Direct to Jewelers 


— - 
Write tor booklet — tells the 
inside story of stopwotches 
iMustrates spore ports comportment 
Shows whot to look for in 
o timer Complete, thorough, interesting 
Must reading for users of stopwatches 







Brond new Clebor catolog | 
itlustrates ond describes more 

than « «ore of stopwatches and 
chronographs for every timing purpose 
Write for your copy today | 


( \eber 







Stopwatch of Split-Second Accuracy 






mush Full information, catalog, wholesale price list Q 
and illustrated booklet 


CLEBAR WATCH AGENCY : 521 Fifth Ave., N.Y. 17 t 
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2 WEST 46th STREET 
NEW YORK 36, N. Y. 
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unimportant, for there is no price advantage to either 
group. 

In origin we find some differences, of a geological 
character. The chalcedony fragments may come from 
veins which were formed as cold water deposits. gen- 
erally in sedimentary rocks, relatively recently. Some, 
and most of our dyed material, comes from agate nodules 
and is really just a little less banded than the agates 
that go by that name. On weathering, these less banded 
nodules look like any others, with gray and white band. 
ing on any broken side, but a fresh fracture shows that 
the interior is a uniform milky gray with hardly a trace 
of layering. 

As a jewelry stone, chalcedony has found more use 
in the past, in the days of the Mediterranean civiliza- 
tions, than it does today. We find it rounded into Baby- 
lonian seals and engraved in Greek and Roman intaglios, 
but we seldom find it in modern jewelry unless it has 
been artificially colored to give it a more positive chat 
acter. The natural staining of chalecedony, however. 
makes some quartz varieties that are basically the same 
substance, objects of considerable jewelry interest. Blue 
chalcedony perpetuates the name for the trade, so it is 
not entirely unfamiliar to the jeweler. Chinese carvings 
of blue to grayish chalcedony are the best known exam- 
ples-—as a jewelry stone it finds little use. 

Stained chalcedony then can owe its color to either 
natural or artificial pigments. Since the artificial ones 
can be described in a few words, it might be best to 
spare them now and save our adjectives for more worth- 
while varieties. The usual raw material, best described 
as chalcedony, is of the Brazilian agate family and is 
dyed black, blue and all manner of unrealistic hues. 

After the dyeing, the stones are sold as “onyx,” a 
misuse of the name derived from a Greek reference to 
the very thing chalcedony does not show: the banding. 
Black onyx, green onyx, blue onyx, red onyx-—-we are 
offered a rainbow of bright colors, just as in the agates. 
The same colors will be found in the banded varieties 
and most of the descriptions and discussions of dyeing 
have concerned themselves with agate rather than chal- 


cedony. 


Cernelian: Well-known favorite 


Carnelian is the best known of the naturally stained 
chaleedonies. Carnelian. or cornelian. as it is some- 


times spelled, is a red-brown chalcedony, probably 
stained by iron oxide, and popular as a gemstone for 
thousands of years. Widespread, like any quartz, it 
comes to us from China, India, the shores of the Medi- 
terranean, from many of our own states (the New York 
Lapidary Club visits a favorite locality in New Jersey 
several times each year), and Brazil, to mention a few 
of the sources. It is very common in the old Chinese 
stone carvings as well as in the recent German and 
Japanese pieces. In such large masses the color is 
usually discontinuous, with paler or white areas lying 
between the darker ones. 


The artists may take advantage of the variations to 
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in such a 
banding that 
More in- 


tensely colored and less translucent carnelian is found in 


make their productions more striking. Often, 
agate-like 


is inconspicuously present in any chalcedony. 


mass. we can see some of the 


seals and scarabs. 


for 


irregular pebbles or for cutting into cabochons of regu- 


Egyptian jewelry and carved into 


Modern carnelian comes from Brazil. tumbling into 


lar shape. It is inexpensive material and the price reflects 
principally the cost of the labor involved. Since it is a 


quartz, it is hard; since it is compact and fine-grained, 
it is durable. 


No 


resemblance to carnelian: 


other cabochon or baroque stone bears much 


ox-blood coral gets about as 


near to it as any stone, but coral is more opaque and 


and a higher luster, so it presents 
The 


redder and more translucent than most natu- 


has a redder color 
no particular identification problem. dyed “car- 
nelians” are 
ral examples, and large pieces show more uniformity of 
color. 

xcept for its darker brown color, sard is practically 
No distinct 


sard stains 


identical with carnelian. line is drawn be- 
will sometimes be 


The 


and it is not unlikely 


tween the two and rusty 


found in carnelian and chalecdony carving. sard 


color is also due to iron staining, 


that a judicious serving of heat would redden sard’s 


pigment to carnelian status, Since sard is less attractively 


colored, tt appears much less often as a baroque Ol 


cabochon; its major use is in intaglios for men’s rings. 


Imitations pressed glass must be recognized, Usually 
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spot, brut in a 


they contain bubbles so they are easy to 


ditheult situation a polariscope and a refractometer will 


help out. 
Between the nicols of a polariscope, the whole erypto- 


crystalline family shows double refraction. but thes con 


fuse things by having no definite extinction position. 


It will be 
prisms or Polaroids a genuinely doubly retracting stone 
500 


The whole aggregate of crystals 


recalled that on rotation hetween two nicol 


becomes light and dark four times in the Glass 
stays dark all the time. 
in the chaleedony-agate complex is doubly retracting 


but often 


too, and each crystal becomes light and dark, 
there is no “dark” position for the aggregate, for while 
some are dark, the rest are light, 


How to identify the group 
Vany 


students find it frustrating to turn and turn a 


but actually. 


stone, only to have it stay light all the time. 
this is a good sign, for it signalizes the group, The 


banded stones, which have a certain amount of arrange 


ment of the little erystals. show an ill-defined extinction 
which spreads along the curved rows as a wave of 
Most the effect in 


the little rounded chalcedony spherules which are some 


advancing darkness. interesting is 
times sliced. like a mass of wheels with four spokes. 
The 


normally smoothly rounded 


upper surface of a chaleedony geode lining is 


knobby. a texture that is 


known as “reniform” or “botryoidal.”” The individual 


needles have grown up to the final surface, standing at 
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Exclusive 
, HEART O’ DIAMONDS 
Bridal Sets . . . the most 
spectacular sale-success 
of the year! See them 
at your wholesaler today! 
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“Don't worry, it’sa FLEX-LET ... and 
ALL Flezx-Let Bands are guaranteed!” 











A slice at 


random, flattening such a surface, shows a moiré pattern 


right angles to any bit of the original top. 


in transmitted light, in a patchwork pattern of different 
units. It is useful to recognize, for it enables us to dis- 
tinguish the harder dyed onyx stones from softer glass 
imitations, merely by holding them to the light. No 
instrumental test is needed. 

The rarest and most expensive variety of crypto- 
crystalline quartz is chrysoprase. It is a bright “apple 
green’ translucent chalcedony, with a color that can be 
attributed to the presence of a nickel compound. Nickel 
is not an abundant metal in nature. With most of its 
occurrences notably low in silica (nickel is an associate 
of basic rocks) it is hardly surprising to learn that it 
rarely gets a chance to color quartz, Uncommon now, 
the best occurrence seems to have been in Silesia, Ger- 
many, and a fair one was worked in Visalia, Calif., for a 
time. 

The best chrysoprase is an intense green, brighter 
and bluer than jade perhaps, more cloudy translucent, 
and more uniform in color. In the past it has sometimes 
been carved, but it is rather precious and we seldom see 
really good examples, It sells by the carat. Good quality 
stones will only be found in better cabochons, never 
tumbled, and the price is high, All modern “chrysoprase” 
of the cheaper cabochons is actually a green-dyed chal- 
cedony, more properly called green onyx, for none of 
the natural chrysoprase appears to be on the baroque or 
cheap cabochon market. The onyx is deeper green and 
more translucent than real chrysoprase. 

Uniformly and delicately stained chalcedony of almost 
any other color is conceivable in nature, so look at any 
cloudy stone for the telltale watery translucence that is 
the sign we seek. Amethystine chalcedony has been 
carved in China, but the source of this material has 
never been described. It is known as “amethyst agate” 
to the writers of auction catalogues and has a cloudy 


purple hue. 


Occasionally, purple chalcedony 

In recent years we have seen an occasional specimen 
of purple chalcedony. From Mexico we are obtaining 
beautiful purple agates, so it is not unlikely that the 
Chinese carvings are in such material originating in a 
source still unknown to Western lapidaries. In any 
case, it is a natural and an attractive color, and to one 
who knows stones, not too unexpected. 

Most of the dyed hues are more intense than the 
natural ones, and are quite evidently artificial. Natural 
blue chalcedony is a cloudy, delicate gray blue, while 
the artificial blue onyx leaves no doubt as to its origin 
in the viewer's mind, Yellow chalcedony does not seem 
to exist at all in nature, and as a dyed stone it has little 
merit. Our best guide to artificially colored chalcedonies 
is the translucency, uniformity, and intensity of thei 
color, 

Next month we shall look at the moss agates, really 
chaleedonies too, but spotty and irregular in color——and 


usually natural. 
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Diamond Cutter Joins Staff 
Of Gem-Conscious Seattle Store 


rae 
; ee 4 
yr ty ee 
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Boa To Se at bign iy 


Morris Gladstein, veteran diamond cutter, does his work In the 

store window of Burt's, Seattle, Wash. Adding Gladstein to 

its staff was Burt's most recent step in its growing emphasis 
on diamond sales, setting and jewelry repair. 


Burt's Credit Jewelers, Sixth and Pike, Seattle, Wash.. 
has increased its emphasis on diamond sales by adding 
to the staff a full-time diamond cutter. 

Morris Gladstein, a veteran of 35 years in the diamond 
business, went to Seattle from New York, where he had 
cut diamonds for the trade and had run his own shop. 


For Marcu, 1956 


Patrick H. Cox, manager of Burt's, points out that 
the Seattle frm has always done its own diamond setting 
and other jewelry work. In the past two years, the store 
sharply increased its emphasis on diamonds. 

By setting up a diamond-cutting department, Burt's 
anticipated realizing a saving in cutting stones and in 
repair and resetting work, Cox notes. The store also 
decided to make its new service available to other firms 
in the Pacific Northwest. 

In another public relations step, Burt's invites science 
classes of colleges and high schools to witness a display 
of diamond cutting on Monday nights; a half-hour film 
on diamonds is a part of this program. 

Gladstein does his work in the open-——Burt's notes that 
it is “the only store in the entire West to do diamond 


cutting and diamond setting in the store window 


WINDOW DISPLAYS (from page 67) 

\ paper sculpture or papier mache ow! sets a scholarly 
theme for Sketch D. 
ground carries the copy “The Right Time for School 


A giant slate against the back- 


Time—sturdy, practical, accurate watches for scholars of 
all ages.” 

Watches are displayed on smaller “slates” of black felt- 
covered pads framed with brightly colored cardboard and 
laced with heavy white cord. Other watches are shown 
on half round elevations. The copy “slate” is made of 


black cardboard, lettered in white, 
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SELECTION OF TROPHIES 
i AND AWARDS 





@ GENUINE PEDRARA ONYX 
@ BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


This medallion, not limited to a single creed, and made fam- . “RICH-GLO” FIGURES 

ous during World War Il as « special guardian of air travel- 

ore, is available again for the first time since 1946. > ARLEN’S NEW, 

Comes in dime, quarter and dollar sizes in bronze, sterling . ECONOMICAL “OSCARS” 

silver, gold plate and 14Kt. gold. | 
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gold Herseshoe key chains. | Selection Guides’ with your im- 

S.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. | - —- 3 streamlined selling aid 
ld Clive. Oo imcrease trophy orders and to 

” pe | reduce customer time in ‘‘select- 


© Write for price list @ ing” trophies. 


AIRBORNE MEDALLION CO. ARLEN TROPHY CO» 
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(OLD STREET BROOKLY 





Ideal ‘Gifts for my Bridesmaids Build Your Own 
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Appreciative Reaction Convinces 
Jeweler to Repeat Church Messages 


Convinced by public appreciation that it is worth- 
while, jeweler Willard Nehs, of Oconomowoc, Wis., will 
repeat this fall his publicity program for the 11 churches 
in his trading area. 

beginning after Labor Day, Nehs publishes the pic- 
ture of the churches, one of them each week for 11 weeks. 
Then, a few weeks before Christmas, he uses a full-page 
advertisement for the pictures of all 11, plus a seasonal 
message. Only his identifying signature appears on each 
advertisement—there is no other store advertising. 

In addition to using an Oconomowoc weekly newspapet 
lor this type of advertising, Nehs also publishes the mes- 
sage in two other newspapers in his trading area. 

The jeweler reports that several of the ministers and 
many members of the Il church congregations have 


come into his store to thank him for the series. 


WATCHES ARE EXCITING [from page 63) 
making are just as impressive as those in the automobile 
industry. 

If the watch industry were lax in research, engineering 
or styling, if it had been unwilling to invest the millions 
it has in improving its product, then the apathy of the 
jeweler toward new watches would be justified. Instead, 
the industry has a tradition of constant improvement 


in techniques and styling. 


Technical and fashion advances in watchmaking are 





impressive. Automatic, shock resistant, waterproof, alarm 
and calendar watches all have great appeal to a public 
eager for the latest. Stop watches are not only useful 
to the sportsman but essential in the work of many men 
in industry. 

It is not the purpose of this article to detail the various 
and exciting features of today’s watches. Every jeweler. 
merchant knows these features and how they can be made 
exe iting to the prospect, 

The questions to be raised are: “Are you doing all 
you can to capitalize on the salable features the wu anted 
features—-in your modern watch? 

“In this period of tremendous public consumption and 
high discretionary spending power, are you, the jeweler, 
doing the best possible job of selling the idea of frequent 
wat h purchases to the samc people who replace thei 
mechanically perfect cars vearly / 

“Are your promotions on watches in line with the 
demands ol a progressive world and a public that is 
highly style-conscious 7” 

Watches are certainly more than timepieces, Today, 
in thei unpre edented variety of style. their selective 
specialization of function, their high refinement of me- 
chanical excellence, they provide the alert jeweler with 
unlimited opportunities for bringing his watch volume 
back to the peak it reached a few years ago. 

So, if you are looking for a logical place to increase 
the volume of your business, the opportunity may be 


no farther from you than your watch counte! 


14 Kt. Gold Colored Slene Jewelry 


MAURICE SPAIN & SON 
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Aquamarine Hearts 


and Cultured Pearls. 


Available in 
other heart stones, 
also with sapphires 
or rubies in place 


of pearls 
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64 West 48th Strect, Vew York 36, 7] Y. 
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FINE TERRITORY FOR EXPERIENCED 


Diamond Ring Salesman 


David Sarkin, inc., one of the best promotional 
diamond ring lines in the country, manufac 
turers of famous brand “KIN-LOCK" inter- 
locking DIAMOND RING SETS, "“TRU-SO” 
DIAMOND WEDDING BANDS, DIAMOND 
DINNER RINGS, DIAMOND MEN'S RINGS, 
WEDDING BANDS, STONE RINGS, LINDE 
STARS, ETC., hos an exciting offer for an 
experienced diamond ring salesman in estah- 
lished territory of Indiana, Michigan and Ohio. 
We have hundreds of active accounts in this 
territory-—an excellent opportunity for an ag- 
gressive salesman with retail following. Liberal 
drawings against commission for qualified man. 
inquiries confidential. Give all details in first 


letter 


| DAVID SARKIN, INC. 
37 West 47th St., N. Y. 36 




















Store-Wide Promotion of Watches 
Wins Trade Bureau’s Ist Prize 


A carefully coordinated advertising-publicity-display 
program was the backbone of the watch promotion that 
won a Retail Trade Bureau first prize for Zell Brothers, 
Portland, Ore. 

The store won the award for its promotion based on 
The Watchmakers of Switzerland “Swiss Watch Fair’ 
theme. Windows, counters, advertising and publicity 
were geared to the week-long exhibition. 

Lach of Portland's three television stations gave tree 
time for interviews with Leonard Zell. All store win- 
dows were devoted to Swiss watches—-each window in- 
cluded a selection of timepieces from stock, with props 
including small scenes of Swiss towns, clusters of fruit, 
a stylized cut-out tree and a sign reading, “Watches of 
Switzerland,” 

Advertising in Portland’s two newspapers emphasized 
the watch theme, featuring in addition to the watches 
for sale, a picture of “the world’s largest watch move 
ment,” a 70 diameter enlargement of a 7°, ligne move- 
ment, 

The newspapers backed up the campaign with edi- 
torial publicity and photographs taken at the exhibition. 


The unusual timepieces on display also were featured 


editorially. 
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White, hard and highly resistant to corrosion, Rhodium 
Electroplate is a precious metal, available at relatively 
moderate cost. Its characteristics make it advantageous 
AYP) for use in the manufacture of Jewelry, Giftwares, Acces- 

sories and many other applications. Consult us about your 


specific plating problems. 
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Plastic Self-Service Case Pleases portable, adaptable case with pull-out drawers. He 
bought two, for less than $300 total, and placed them 


Customers. Boosts Store Sales 


back to back. They can be separated, built up or lowered, 
and require little space, 

In an attention-getting location, just inside the door 
the self-service cases cut costs to the extent that sales 
men need pay little attention until the customer has made 
a selection. Jewelry in these drawers is priced from 
$1.29 to $3 including tax, boxing and individual gift 
Wrapping when requested, 

On peak days, Bay's has sold as many as 75 sets of 
costume jewelry \nd from this out-in-the-open area 
customers make their own selection, try on jewelry and 
often buy more than one item 


, : 
hay =" Hianavel eVAnes each piece hetore if vores 





This self-service showcase at Bay's, Ann Arbor, Mich., gives into display drawers and tells customers how to put on 


customers on opportunity to see handle and select costume earrings and adjust them with care but 7 al ‘ lip at 
jewelry. The two cases cost less than $300 and have boosted 

Bay's sales “Trew 18 broken ol something needs repai alter the 
buvel takes it out. the store repairs it without question 


Leslie Grimold. manager of Carl F. Bay's Arcade or cost. and without asking the customer to produce a 


Jewelry Shop, needing more counter space for display- sales slip. 

ing costume jewelry, designed one himself with front Phere is one drawback——not everyone puts things back 

pull out drawers for self-service, but he found that the as found; therefore, more time is spent in rearranging 

custom case would cost $1,500 and still utilize too much Despite this, after a years experience, the store is 

space. sold cnt self-service for costume jewelry bot ih «conti 
Dissatished, he spotted at the Detroit 1.00 ul display bination with advertising mn the low al paper il window 


case that interested him, but was not wholly to his display, and a trafhe-drawing watch repairing centet 


a plastic sales have been markedly increased since its installation 


e] $30 00 
r™ 


liking. Later, he found exactly what he wanted 


$30 UU 
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YOUR Lures tor Sales to sell today’s big market of enthus: 


astic sports fans and travelers. Perfect for today's popular All prices Keystone 
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Casual and Semi-formal iving. Nearly every ovtdoor sport 


represented in Sloan's beautifully detailed 14K brooches, ear 








f ¥ rings, pins, cuff links, etc. Designed to please the hard-to-please 
\ 
$33.00 
’ 
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Give your customers and your business a lift 
by selling beautiful, gay charms (Sterling and 


14K) by Fisher. Through wholesalers. Catalog 


}.M. FISHER CO. Attleboro, Mass. 


ACTIVITY WATCHES (FROM PAGE 65) 


as the answer to its vitally important problem. 

At L. Kohlbeck Jewelers, Milwaukee, Wisconsin. ac- 
tivity watches were not spotlighted as the answer to a 
selling problem, for the store has been specializing in 
activity models since its opening in 1951, Owner L. 
hohlbeck, a former department store buyer and head of 
watch repairs for a chain of stores, explains: 

“I could see the trend toward self-winding watches . . 
so when | opened my own store, | decided to start out 
immediately as a specialist. 

“It's odd that the jewelry industry has only recently 
begun to promote self-winding watches,” Kohlbeck con- 
tinues. “After all, people nowadays are demanding auto- 


matic operation in almost everything they buy!” 


Practicability is sales point 


All four of the jewelers mentioned above say that the 
practicability of the activity watch is its most valuable 
sales point. Falkner’s finds it is very important to farm 
ers in its selling area. In fact, it has developed a very 
eflective sales technique for emphasizing the values of 
an activity watch for outdoor workers. 

When a farmer brings in a dress watch for repair, 
balkner is ready: 

“Do you customarily wear your best suit while at work 
in the fields?” he asks. Following up on the inevitable 
reply of “no,” Falkner continues: “You might as well, 
if you wear your dress watch at work.” At the same time. 
out comes a tray of activity watches and the rugged 
qualities which recommend them to farmers are dem 
onstrated, 

In selling to Baton Rouge’s booming industrial mar- 
ket. kenard’s found reliability was the essential feature 
as far as its customers were concerned, Most of the work. 
ers thought of activity watches only in terms of very 
low-priced models, which could be discarded in a few 
months. In fact, some of them had even given up wearing 
these cheap watches because of unsatisfactory experi 
ences. especially in the chemical plants. 

Realizing that once it convinced the workers of the 
reliability of the activity models, it could “trade-up” to 
top quality watches, Esnard’s decided to base its mer- 
chandising on the testimonials of satished customers. 
When a department foreman, for example bought an a 
tivity watch for use at work, the firm mentioned this to 
other workers who came into the store. In addition to 
this judicious name dropping, Esnard’s asked each new 
watch owner to “talk up” his activity watch at work. The 
idea worked very well, particularly with the firm's fine 


1-year reputation in Baton Rouge. 


Gift buyers want reliability 

Hurdle’s finds that reliability is the most important 
factor for gift purchasers, who wish to present a watch 
that is not only attractive in design and different in per- 
formance, but also reliable in terms of freedom from 
repair. The firm has an effective method of turning the 


customer's mind to activity watches: 
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CUFF LINK ACTIONS 





The Name That Means 


TROUBLE-FREE, “NO-RETURN" SALES 


To Jewelry Buyers and Retailers 


FOR YOUR GREATEST PROTECTION AND PROFITS, “Cuff- 
master’ is a recognized trademarked name 
cuff link back by Niash, the finest cuff link action ever made. 


the patent-protected 


The superiority of “Cuffmaster” is widely appreciated by keen 
buyers. They demand it because of its convenient cuff-link ac- 
tion, its durability of construction, its popularity with custom- 
ers. In “Cuffmaster” there’s EXCLUSIVE, SMART DESIGN 
ALWAYS! and no breaking or plating leaks. 


Cuffmaster” talking points are used again and again 
by retail sales people in stores the country-over to sell their 
quality cuff link lines. 
Practically every type of cuff links you buy from your manu- 
facturing sources can be made with “Cuflmaster 


REFINING CO., 


PRECIOUS METAL ALLOYS AND SOLDERS 
116 Nassau Street, New York 38, N. Y. 


” . 
actions. 


Pat. Design 
66.535. Po 
Construction 


2,472.8 


(tafringers 
will be 
or oseeuted) 


Available in all metals. Get 
to know Niash “Cuffmasters” 
NOW! 

If vou are not familiar with 
“Cuffmaster,” ask your man 
uflacturers. Or write us for 
information and for names of 
manufacturers who can pro- 
vide “Cuffmasters” on their 
cuff link jewelry. 


In California: Milten Ortia 


5063 Matiliign Avenue, Sherman Oats 


Tel State 9.5760 


In Florida: Niash Refining Company 


i N #4 508 Seybold Bidg.. Miami 

° Tel Franklin 4-0988 
In Rhode Isiand: Alan Grown 
115 Maple Street, Norwood 
Tel: Stewart 1-6900 





with that 


“designed 
for you’”’ 


look 


Artfully styled for the 
discriminating, yet 
priced to produce im- 
pulse sales. Known 
for over a half a cen- 
tury for diamond and 
precious stones, gold 


and platinum jewelry 


DISTINCTIVE JEWELRY BY 


EO. SCHULER & CO 





FACTORY AND OFFICE: 520 Bedtord Rood, Pleasantville, N. Y. 


in ie 


NEW YORK SALES OFFICE: 515 Madison Avenve, New York 22, N. Y. 
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CASH for Your 
Surplus Silver 


Ve w pay cas tor ny r your steriing patterns 
iny quantify, iarge or sma clive, inactive 


Hso'iete new or used 


We are particularly interested in buying Gorham 
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QUALITY MOVEMENTS 


STEVEN MAYER. Inc. 


Watch Importers 


580 Sth Ave. PL, 7-7586 


New York 36, N. Y. 














DO YOU KNOW THIS MAN?? 


10,000.00 
REWARD 


This can mean $10,000.00 or more if you run a 
MARTY MILES SALE! 


YES, MR. JEWELER 


there is a big difference. All of our sales are con- 
ducted by supervisors who are promoters as well as 
capable, honest, experienced jewelry men, with an 
extensive jewelry background. 


All sales planned by me personally. All inquiries 


confidential. 


Sincerely, 
Marty Miles 


Look for me at the 


NEW YORK, CHICAGO, ATLANTA 
ond DALLAS JEWELRY SHOWS 


Member of SOUTHERN JEWELRY TRAVELERS ASSOCIATION 
T.O.LA. ASSOCIATION 
TEXAS RETAIL JEWELERS ASSOCIATION 


MARTY MILES SALES, INC. 


930 SEYBOLD BLDG. MIAMI, FLORIDA 
Phone 9-3634 











“Is the person active?” the clerk asks each purchaser 
of a gift watch. The inevitable reply is “yes.” Hurdle’s 
is thus provided with a springboard into a discussion of 
activity watches. Once the reliability and long-time ser- 
vice are explained, it is easy to sell a top-quality watch. 

Though it stresses reliability, Hurdle’s is quite frank 
about the limitations of its claims. When a customer asks 
whether a shock-resistant watch can be thrown on the 
floor, Hurdle’s reply is: 

“Yes, it can—and then taken to the repair man. 


Variety is a ‘must’ factor 

To do a successful job of activity watch merchandis- 
ing, a jeweler needs a wide selection of models. Falkner s, 
for example, credits a large share of its success to the 
variety of models it carries, including steel-cased models 
from $37.50 to $47.50 and more elaborate models for 
$71.50 to $82.50. The varied stock is responsible for its 
remarkable increase in watch sales during the past two 
years; 75 per cent of its watch volume is now accounted 
for by activity models, 

Kohlbeck’s seconds the importance of a wide selection 
by carrying eight well-known lines, in addition to its 
own private brand, About 90 per cent of the firm's watch 
sales volume is due to activity models. 

Another important factor is effective window display. 
Though primarily valuable for the curiosity they arouse 
among window shoppers, they also can direct attention 
to the reliability and ruggedness of the multi-feature 
timepieces. For this reason, action displays which dem- 
onstrate such qualities are particularly effective. 

Frequent advertisements in local newspapers seem to 
be the best method of drawing attention to the jeweler’s 
stock of activity watches. K ohlbeck’s allots 9 pel cent 
of its gross sales for advertising, though the other three 
stores do not find it necessary to budget so large an 
amount. Esnard’s finds that classified ads in factory 
house organs and newspapers bring surprisingly good 


results, 


Not necessity, but desire 

In merchandising activity watches, there is an all-im- 
portant point for jewelers to keep in mind: watch owners 
do not often buy a new watch because they need it, but 
because they want a new style or a new design. 

The answer lies in concentrating on the vast, new, un- 
saturated market for activity watches, By capitalizing on 
new features, new stylings and the versatility and re- 
liability of such watches, the jeweler will find himself 
in a market with unlimited opportunities for increasing 


his volume of sales. 


The first rings of any kind, worn by the Egyptians, 
were ina“U” shape, the tips of the “U” being fastened 
into a scarab, seal or gem. This made it easy to carry 
and convenient for the owner to impress into the wax 
seal on a document or exhibit as proof of his identity or 
authority. A similar function of wedding rings pre- 
vailed later among the Romans, who gave the keys of the 
house to the bride with the ring. 
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AWARD WATCHES (from page 68) 


and thei employees. Word ol this gets around and 
results in new, unsolicited business. 

‘Whether a complaint is reasonable or not,” Savitt 
points out, “it gets top priority. If an insurance com 
pany fives a watch to an agent in { ha ago or San bran 
cisco and he writes to the home othce that something has 


cet him on the telephone right 


r 


gone wrong with it, | 
away. 

“| dont care if the call costs $15 o1 $25,” Savitt con- 
tinues. “| tell the man to send the watch back to me ai 
mail collect and I'll either repair or replace it. If he 
wants to get the watch repaired in Chicago or San 
Francisco, | recommend a good firm in one of the cities 
and tell him to merely send me the Dill. 

‘This kind of service makes everybody feel good,” 
Savitt explains. “When | called one agent in Chicago 
who had complained to his COMpany Hartford, he wis 
$0 surprised that he almost fell out of his chair. He 
just couldnt believe a jeweler would be so interested 
his customers, 


he bulk ol 


Year ¢ mplovees ; in recent vears. however. mare and more 


Savitt s award watch business is for 25 


companies have begun to recognize 10 and 15 years of 
service. In his dealings with these executives, Savitt out 
lines the various way in which the watches might be 


presented and lets the executives decide which they pre 


y), 


(, 
ba 


ler. Sometimes it ts an otfhece ceremony, sometimes a 
presentation dinner; the awards are announced by letter, 
bulletin board notice or local press. 

Savitt never tries to sell his award watch program 
over the telephone; he always makes an appointment 
with the head of the company and outlines the complete 
program to him person, 

‘Always talk to the top man,” he advises. “He's going 
to make the final decision anyway, so sell Aim rather 
than one of his subordinates.” 

Sometimes it is dificult to sell them. The president 
ol one firm was cool to the program because he thought 
his employees wouldnt appreciate anything that was done 
lor them. Savitt convinced him otherwise, and today 
he is one of the jeweler s best customers 

“Its the greatest thing that ever happened in oul 
plant,” the executive told Savitt. “I've seen workers so 
pleased when they stepped forward presentation cere 
monies in front of fellow employees that they broke 
into tears.” 

There is ample opportunity for you to take advantage 
of a similar award watch program, Savitt believes, and 
it makes no difference whether you live in a large ot 
small community. Once you begin the program, you 
are not only selling watches-—you are building prestige 
lor your store and attracting a steady stream of cus 
tomers who will inevitably buy other merchandise from 


vou in the vears ahead. 
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stainless steel Blades 


orthampton 


For New Goods or Repairs 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 








Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftemanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of a ilomane, 


Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY « 


NORTHAMPTON @ MASS . ESTABLISHED 1871 


ARE YOU CASHING IN ON THE 
BiG NEW HIGH SCHOOL MARKET? 





High echeo!l students want college type rings.. 
and here are the three fast sellera they're buying 
_. » medern new COLLEGE SEAL atyles that 
make this a biager, more profitable market than 
ever. Every upperciass high school student in 
your city can mean a protitable sale fer you. 
Make your store HEADQUARTERS for these 
pepuler new college style high echool rings! 


ORDER ONE RING OR A DOZEN! 


Neo die charge fer orders of 12 or more. Only « 
emall charge of $23 for the fret die in emalier 
quantities... and from then eon, you erder one 
er a hundred witheut extra cost! 


Yours with our compliments... 


end for yeur complimentary cepy of eur special 
college type high echeoo! ring booklet, selling in- 
formation and price tiet 


~ Dept. J356 
. i | i ai i ia on Mee. ene ae oe De Ee ee ear S 
=e 7 COLLEGE SEAL & CREST COMPANY 





Personal Attention and Bright Coin 
Make Direct Mail Piece Stand Out 


The customer's name on the top line and a bright, 
new one-cent piece glued on the center are the attention- 
demanding highlights of a direct mail piece designed 
by Arthur's Jewelry, 460 E. St., San Bernardino, Calif, 

“This is your down payment on any item in our 
store, reads a line under the recipient's name. The 
penny appears in the center of a line reading, “Not One 
Cent Extra for Credit.” 

Jeweler Albert C, Arthur reports of this direct mail 
item, “We have found it very successful. The customer’s 
name makes it personal and the bright penny does the 


rest. 


LOOKING AT CASUAL GIFTS [from page 80) 

The importance of quality and selection is equally 
necessary in selling cameras, another gift category jewel- 
ers have found highly profitable. If the jewelry store is 
to maintain its reputation as headquarters for gifts, it 
must offer the customer what he wants. What better 
place to feature the gift for a lifetime than a store that 
has developed its entire operation on the assurance of 
service and guarantee? 

Accessories for gifts have other advantages for jewelry 
store merchandising. They offer the jeweler an excellent 
traflic-building department; they provide him with safe 
night-time display helps for the window; they permit 
him to feature fashionable lines at not too costly an 
investment. 

Jewelers should explore the sales potential of these 
departments that have been so frequently neglected. Talk 
about color, design of new billfolds; emphasize the new 
technical improvements in cameras; stress the desira- 
bility of giving the quality compact; suggest the gift of 
several matching leather accessories. 

Show and sell your accessories as gifts that's the way 
they re being purchased, 

Underline the fact that men and women alike want 
the newest accessory to complete their costume. Talk 
about these fashion features to sell a new unit as the gift 
that must be right because it’s in style: 

1. Show the various matched leather goods such as 
eyeglass cases, key rings, cigarette holders, comb car- 
riers, billfolds. 

2. Mention these colors as the ones that will be most 
desired because they complement colors in women’s cos: 
tumes-—-white, coral, blue, champagne, turquoise, salmon. 

3. Suggest the new sets in lighters—-one appropriate 
for day, the other for evening. 

1. Talk about the importance of black and white in 
compacts, now as seasonal as clothing. 

5. Stitchless construction, safety pockets in billfolds 
are functional and fashionable. 

In summary, emphasize those quality items in your 
stock that will add selling points——in fashion and in 
desirability-—to the merchandising program that has been 
traditionally associated with your kind of store. 
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COST CUTTING (from page 74) 


“We keep firmly in mind that only sales make a differ- 
ence to a store,” Pailet emphasizes. “Nothing happens 
without them.” 

Next, he cleared the ground floor of all operating 
equipment except one desk. Using the lower rental second 
floor for office space and saving the downstairs for dis- 
play made sense to this jeweler. 

Finally, he redesigned the office areas themselves, with 
an eye for making maximum use of minimum space. His 
goal was to make the working area concentrated, to put 
everything an office employee needs at his fingertips, 
avoiding lost time and motion. 

The ineficiency and added costs resulting from em.- 
ployee absenteeism was Pailet’s next problem. Hiring 
extra help, during illnesses and vacations, not only added 
to the payroll but gave the store owners less than their 
moneys worth because of the temporary personnel’s 
inexperience, 

“It's a common problem in all businesses,” Pailet 
points out, “and we have one plan that minimizes it for 
us. The usual jewelry store set-up is to have employees 
divided into sales force and office force. Here we also do 
that—but with a difference. Sales employees are familiar- 
ized with all office routines and the office employees are 
taught the rudiments of jewelry product knowledge and 
salesmanship.” 


Absenteeism hurts less 


When the inevitable absenteeism occurs, Pailet can 
move his people around from one task to another. His 
all-around training program also enables him to ask sales 
people to help out when the office work piles up, or cleri- 
cal employees to pitch in during busy selling periods. 

The New Orleans jeweler came up with another idea 
to keep employees happy and thus, more efficient. He 
supplies the coffee—free—during each day's two 20- 
minute breaks. This also enables him to offer customers 
a cup of coffee—and in coffee-conscious New Orleans. 
this hospitable gesture takes on real significance. 

For physical comfort, Pailet goes farther than most of 
his fellow merchants, who, in the muggy Deep South, 
have accepted air conditioning as a necessity. Pailet and 
Penedo has cooled the non-selling areas as well as the 
store proper. 

“It didn't cost a lot more, when we were installing a 
cooling system anyway,’ Pailet points out, “and it actu- 
ally turned out to be a cost-saving measure because it 
promoted employee comfort. No one can work efficiently 
when the temperature is in the high 90's, as it is here a 
good part of the summer.” 

Pailet and Penedo’s willingness to spend money where 
it will do the most good, as part of an overall program of 
increasing efheiency, is paying off. In Pailet’s opinion, 
controlling operating costs is as important (although less 
dramatic) a part of the retail jeweler’s profit machinery 
as the more obvious jobs of display, merchandising o 


salesmanship. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 





by Manny 
Silverman 





MR. JEWELER! WHY DO YOU 
LIKE TO KID YOURSELF! 


“YOU ARE CERTAINLY NOT KIDDING ANYONE ELSE.” 





Jewelers Keep giving me excuses and regs ror 
vindicating their poor inventory ¢ oles reiationsnis 
re if Lit mn reqson (3% 
wan? TO nove every ry) 1) ’ every 7a ’ ray } 
; 
or wotcn 
2. | dont wont to lose business ? oO ¢ mperit rpne 
cause | don't have.anything and my competitor 
does. 
3. | dont want to sell my mer nandise at a 
| would rother look oat if 
4. Fyentual ¥ every article will tind a sstomer ana 


many other foolish and antiquated merchan 


gising practices, 


| am convinced that these methods of jewelry store 
operation cause more bankrupcies and creditor 
settlements than any other economic reason. 


' f 
fou must have ao satistactory inventory turnover ! 


be able to poy Dills on time take advontaae ' 


; 


trade discounts, buy af The rignt pric 

You can only achieve this satisfactory sales to inven- 
tory ratio if you periodically clean house. | will pay 
you to become an annual Silverman Sales customer. 


It cost you nothing to inquire further and . . . it is 
just possible you may learn something. 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue—New York, N. Y. 
Telephone: Plaza 7.4693 











Left—This is the new “Profile” pattern in 
Oneidacraft Deluxe Stainless. Grade-rolled 
to create correct balance and thickness. 
Hollow-handled knives. Serrated, forged 


blades, 6-piece setting at $4.75. 


har Lejt-——This wide wedding band is the 
new “Love Ring” which has been introduced 
by Raymond Abrahams, 551 Fifth Ave., New 
York. Contains 25 diamonds. Available in 
yellow or white gold, $350, Keystone. 


Left-—This is the new “Silver Surf” pattern 

in sterling from The Stieff Co., Wyman Park 
Driveway, Baltimore. Two wave-like swirls on 
handle of each piece. Place setting, with 


hollow-handled butter spreader, at $33.75. 


Far Left——This is the new 14K gold Peéry 
Bangle watch imported by Steven Mayer, Inc.. 
580 Fifth Ave., New York, Has a 17-jewel 
movement and assorted dials. Suggested 


retail price is $110, Keystone. 


Left-—-This new “Together” pattern in Tudor 
Plate Oneida Community is contemporary design 
featuring floral ornamentation of the tradi- 
tional, Knives have forged, serrated blades. 
Ab-piece service for 8 at $49.95. 


Far Left-——This is the new self-winding 14K 
gold filled ladies’ watch introduced by 

Kterna Matic. Direct sweep-second hand and 
applied gold markers. Ballbearing-mounted 


winder, Retails at $85, FTI. 


Theyre new... they re 
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Right—The new “Silver Fashion” pattern in 
Deep Silver from Holmes & Edwards features 
extremely heavy plating. Forks and spoons are 
reinforced with sterling inlays at touch points. 
Introductory offer: 60-pe. service for &: $100. 


+ 


Far Right—These are the new “Honeycomb” 
(above) and “Keyboard” models from the 
line of gold filled men’s watchbands intro- 


duced by Speidel. 1/20-12K gold filled, 
They retail for $9.95, FTI. 


Right—-This is the new bridal ensemble 
from the 1956 series currently being intro- 
duced by Kaspar & Esh. Available in several 
styles in 14 or 18K white gold, two-tone 
gold or platinum. 


Far Right—This is the new “Manhattan” 

billfold from Amity, Lustrous smooth goat- 
skin with gold stamped fleur de lis design. 
Secret currency pocket and expandable coin 


pocket. In six pastel colors. $3.50. 


Right—-One motor operates a mixer, blender, 
knife sharpener and fruit juicer in this new 
“Power Maid” unit from NuTone, Inc... Madison 
and Red Bank Rds., Cincinnati. Six speeds. 
Mixer-blender: $49.95: other features extra. 


Far Right—-Webster-Wilcox division of Inter- 
national Silver Co. introduces this new tea 
and coffee set and tray in “American Rose” 
pattern. Flower and leaf design. Special 
introductory offer: 5 pieces for $144.90. 


yours to profit by. 
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EVENING STAR /2-OFF SALE 








DE LUXE DRAWER CHEST 


FREE 


OF EXTRA CHARGE! 


April 16 to April 28 Only 











For the first time—popular Evening Star 
in Community goes on inactive sale... 


at the best price ever oflered for quality 





silverware! Half off open-stock prices, a o2-pe, 
service for eight sells for just $48.75; service for 
12 (16 pieces)—only $70.75. And both services 


include a de luxe drawer chest free of extra charge! 


Place your order now (March 10 is the 
deadline!). Make these two sale-packed weeks for 
Kvening Star a sensation for your store. 
Newspaper mats (single, double and three- 
column size) are yours on request. Window 


banner and price cards come with each set. 


ONEIDA LTD. 
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THE FINEST SILVERPLATE . 


02-pc. service for eight 














of Evening Star’ 


in Community* 


SALE PRICE 


"4875 


INCLUDING DRAWER CHEST 


(Reg. open-stock price — $97.50) 








Evening Star was created 
in the Design Studios of 
Oneida Ltd. Silversmiths 


SEE BACK COVER 


SILVERSMITHS FOR MORE SALES NEWS 


FROM ONEIDA 
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DONT TELL ME—LET ME GUESS 


ACT 


lil OF 


Showmanship in Business 


By Zenn Kaufman 


* A friend of mine has discovered the way to get his 
wife to come home from a vacation. He sends her a 
copy of the home town paper with just one item clipped 
out of it, 

Thus, he uses the same element of showmanship that 
George M. Cohan, a master playwright and showman, 
referred to when he once said, “If you don’t have the 
public guessing at the end of your first act, then there 
isn't a nickel in your show.” Which is just a box-office 
expert's way of saying that the public enjoys suspense. 

Furthermore, mystery stories sell by the millions, 
“whodunits” pile up records for steady appeal to radio 
and television audiences and mystery pictures jam the 
movie houses. From Sherlock Holmes to “Dragnet,” 
your public enjoys suspense, So let's get it into our 
advertising and selling. Smart merchandisers do, 

For example, in Kansas City, Kan., one fine day a 
story broke in the newspapers about a mysterious birth- 
day cake with one candle that was delivered anonymously 
by Western Union to the regular weekly meeting of the 
Rotary Club. 

This was not the end of the world, so the story caused 
only a casual amount of interest. Soon more stories ran. 
The mayor received a cake—source unknown, Kiwanis 
got one. Prominent citizens all over town got cakes, And 
soon the question ran all over Kansas City——“What did 
the cakes mean? Whose birthday was it?” 

Finally, the anewer came out. A cake was delivered 
to the chief of police, who had the messenger trailed 
back to the ofhce of the Kansas Service Grocers where 
the Small Brothers, admitted to the reporters (whom 
they had summoned) that they had sent the cakes as a 
warm-up for their first anniversary sale. 

And with a shrewd merchant's eye for a practical 
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follow-up, they also announced to the public, “You, too, 
can have one of these cakes on sale during the annt- 
versary at a special price.” 

This, of course, is an exciting and elaborate use of 
suspense for a major promotional effect but there is no 
need to spend a lot of money to use this simple element 
of showmanship. It can be applied in as simple a man- 
ner as asking a question on the envelope that carries 
your direct mail advertising. 

Jack Smith, the Boston mail order expert, claims that 
at least half of all direct mail advertising is never read 
at all, Hence, the need for something on the envelope to 
break the barrier of a prospect's indifference and at 
least get a reading of your story. 

Using this principle, in Tyler, Tex., the Pratt Jewelry 
Co, had good results from a collection letter containing 


merely the salutation and a post script. The letter read: 


“Dear Mr. Smith: 


Yours truly. 


PRATT JEWELRY CO 


“P.s.—Since we have sent you several state- 
ments, we are at a loss to know what to say. 
That is why we are leaving this letter blank. 
The amount due on your account is $ 
Please tell us if we are wrong, or send us a 


check,” 


Lsing the same principle, Hershberg’s, Inc., Roches. 
ter, N. Y., got top readership for a direct mail piece that 
PLEASE TURN 7 PAG > h, 
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Why is this ad making history 
in Ladies’ Home Journal? 


—_— a om 
name ene ee 7". 


—_ a a 
ee 


y — i se 
4 te ee a 
“Y o, 
ee, 


ever before! 


cs wa eae 

 wonderfiyl | +part BI FRET TRAY : 
dys 4 px BOTViC® iactbelaa 5 
69.7 rs . 


“WPA we - : () a 
4 run ano eae \ full 20 Leas! 2 P Vint fitay pi ales thin 


Nothing like it... 


: at “20) less 
oe te ee mu nely at "201 


vant fap (vhs 0s 


slips ile any drawer 


LLL PAL, 7, 


TUE jim 


Die o CHURST 


i.) ae 


tomes, 


Mutnily 








It’s the first 3-page gate-fold ever to appear in a woman’s 
magazine...in the greatest silverware advertising 

campaign ever to be addressed solely to women... and it 

will appear in the April issue of the Journal —in full color! 


















it 
In the wonderful new Community Duo-Chest was the obvious and only answer. For the Journal 
Oneida has a whale of an idea for helping you sell is read by almost half the women who shop in your 
more silver. The Duo-Chest offers you a two-way store. They read it, they believe in it, they shop by it. 
selling plan with one unit. A 54-piece set with Duo So Oneida is making a smash announcement in 
Chest, $89.75... with lift-out 3-part Buffet Tray, the April Journal, with dramatic 3-page gate-fold in 
$69.75 ...a big $20 saving to your customers. full color! This is manufacturer support which will 
Oneida’s only question was how best to announce really pay off for you 
the Duo-Chest and Buffet Tray to great numbers If you haven't a complete stock of Community 
of women who would be most alert to such news patterns and the new Duo-Chest, better order now. 


Ladies’ Home Journal—No. 1 magazine for women The ad will break on March 27. 


Never underestimate the power 


of the No. 1 magazine for women. Hee JOURN | i i iliediliaes 
No.1! in newsstend sales 
No. ! in advertising revenue 


& CURTIC PUBLICATION among all magazines edited for women 
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Kor the long haul 
or for one quick, 
profitable sale. 


a retail jeweler 


in Pennsylvania has learned at first hand how the information 


gleaned from the regular reading of trade journals 


can be used practicably to improve 


the operation of his store 


By Renedict Kruse 








READING FOR PROFIT 


* A Lebanon, Pa., jeweler who used trade journals to 
help him set up a profitable giftwares department and 
to make window displays, always was convinced of their 
long-term value. 

Then, when one large sale, resulting directly from his 
reading, profited him sufficiently to pay for all his sub- 
scriptions for a quarter-century, his conviction took on 
the added quality of enthusiasm. 

“An alert merchant, especially if his store is in a 
small town, can put extra money in his pocket by watch- 
ing trade journals carefully,” is the opinion of Bernard 
Miller, 771 Cumberland St., Lebanon. 

The most spectacular proof of his premise was the 
sale of a star sapphire. 

His customer explained that she had been to other 
jewelers in town and had not been able to find what 
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she wanted, Miller, who had never been asked for a 
star sapphire since he went into business, explained that 
he had none on hand because of the limited demand in 
Lebanon, adding quickly that he knew exactly where he 
could get a selection. He invited the customer to stop 
back in two days and inspect the sapphires. 

Miller remembered that he had seen a regularly re- 
peated trade journal advertisement by a firm handling 
star sapphires. As soon as the woman left, he got out 
his back copies of Tue JeweLers’ CirncULAR-KEeYsTONE 
and found the ad. He immediately called the supplier, 
had a selection of sapphires airmailed to him on con- 
signment and closed the sale easily. 

This, of course, is not an everyday occurrence in 
Miller’s store or in anyone else's. But, the Lebanon 


PLEASE TURN TO PAGE 132 
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The traditional pride, skill and integrity that has 
made Gorham synonymous with sterling leader- 
ship for 125 years, now is continued in this new- 
est product of Gorham research. 


@ EASIER TO USE 
C @ GIVES BRIGHTER LUSTER 

fo sham: @ CLEANS QUICKER AND MORE 

| THOROUGHLY 

@ PLEASANTLY SCENTED 

@ SAFE — PURE AS ANY POLISH CAN BE 
@ WORTHY OF THE NAME GORHAM 


POLISH sant vt win $11.00 


(16 OZ. SIZE BOTTLE) 































we , 


we 
/ 
/ 


~ SILVERSMITHS 


A silversmith’s polish Dealer price per dozen 16 oz. bottles $6.50 per dozen, 
re with freight prepaid to all points in Continental United 
Pee Vee re States on orders of $26.00 (4 dozen) or more. 


use by America’s 


leading silversmiths ATTRACTIVE PRICES AVAILABLE 
sine 1091 ON QUANTITY PURCHASES 


nef’ Write for 
~ Complete Information 


THE GORHAM COMPANT 


%. 
Gorham , 


PROFIT PACKED 
SALES AIDS, 100 
with initial shipment 
1. Attractive space-sav- 


ing counter display. 
2. Consumer folders. 


"TRADE MARK  § Drop in mat. 








SOLD THROUGH JEWELRY AND DEPARTMENT STORES. 
INQUIRIES SOLICITED FROM THE ENTIRE TRADE. 





THE GORHAM COMPANY «+ PROVIDENCE 7, R. I. 





ror MarcH. 1956 il} 


BIGGEST NEWS 


on the Stainless Market! 


Tew \WALLACE 


STAINLESS 


NEW | KIRSTEN, a beautiful new Continental 
type pattern with lovely 2-tone finish in Wallace 


Silverskill Stainless! 


NEW I Stainless Holloware! a sparkling new- 
comer to the Wallace Stainless line... heavyweight, 


lustrous ... smart contemporary stainless steel 


Utility Dish! 


NE WI epromortion that will offer your cus- 
tomers Starter Sets of Kirsten with this new Stainless 
Dish — complete packaged units —a hard-hitting, 


fast-moving Deal at excitingly LOW prices! * 


FOR A 
LIMITED TIME 
ONLY! 


16 PIECE 
STARTER SET, 
Womerwe VALUE $1495 


WALLACE STAINLESS 
UTILITY DISH, VALUE $9.95 


TOTAL RETAIL VALUE $24.90 
YOUR CUSTOMERS PAY ONLY $19.95 


* Available in all Silverskill patterns; with Hollow 
Handle Knives, $27.90 value for only $22.50. 


a Stainiess Package Deal that's Packed with Profits! 


“The Greatest Name in pomerican “Tableware” 


WA L_LAC E $=s'nceE 1835 


_ WALLACE &@ SONS MANUFACTURING CO., WALLINGFORD, CONN. 
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Left—“Sakarra’—ancient symbols of 
good fortune hand-done in multi-color me- 
dallions make up this Studio Original 
design; 5-pc. setting may retail for $60. 
By Castleton China, Inc., New Castle, Pa. 


far Left—Designed along simple, modern 
lines is this commodious Buenilum chafing 
dish which utilizes Sterno heat; of two- 
quart capacity, it may retail for $25. 
From Buehner-Wanner, E. Norwalk, Conn. 


Left-—-New “Delphinian” pattern in 

Royal Doulton bone china has smoke blue 
enamel flowers and platinum on rimmed or 
coupe shape; 5-pe, setting $21.95 retail. 
From Doulton & Co., Inc., of New York. 


Far Left “Moondrop”™ in Spode earthen- 
ware on coupe shape remodeled from early 
19th Century; black, gray, red center on 
all-over gray pattern; 5-pe. set, $9.60. 
From Copeland & Thompson, Inc.. N. Y. C. 


Left—I\In new “Impromptu” line of 

white cook-and-serve china—coffee pot 
with warmer, $9.50 retail; cream and sugar, 
$2.25 and $2.75; cup, saucer, $2.20. 

By Iroquois China Co., Syracuse, N. Y. 


Far Left-—“Laurel Oak,” new pattern in 
Franconia china from Bavaria done in tur- 
quoise blue and coral with platinum edge 
on gadroon shape; 5-pe. setting $7.65 retail. 


From Herman C,. Kupper, Inc., N. Y. 


Table top fashions .. . 
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Right—Done on new traditional shape 

in stemware, this is the new “Wheat” cut- 
ting. Stemware may be retailed for $2 
each and 8” plate retails for $2.75 each. 
From A. H. Heisey & Co., of Newark, Ohio. 


Far Right—Now for the first time, fine 
china pepper mill and salt shaker match- 
ing gold and platinum dinnerware designs; 
5” high, retail from $14.95 to $17.95. 
Created by Lenox, Inc., of Trenton, N. J. 


Right—Four 91%” plaques with fruit 

designs carved in high relief in Syroco 

wood finished in Metalgold, antique black 

or antique Metalcopper; retail $5 each. 

By Syracuse Ornamental Co., Syracuse, N. Y. 


Far Right—-New “Coquette” series of china 
dessert plates by Heinrich with 8 different 
scenes (retail about $2 each) and 12” 
cake plate to match (retail about $7.50). 
From Geo. Borgfeldt Corp., of New York. 


Right—“Swirl” is appropriate name of 

this new cut design on the new diamond- 
stemmed shape; stemware retails for $33 

a dozen and the 7” plate at $42 a dozen. 
By Fostoria Glass Co., Moundsville, W. Va. 


Far Right—Cream and sugar set in new 
“Tricorne” shape in Val St. Lambert crys- 
tal from Belgium, designed by Peter 
Muller-Munk; packaged set retails at $15. ' 
From Vogue Ceramic Industries, Inc., N. Y. af he, 








and home accessories. 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


HE phrase “yesterday's bride” has a faintly scornful 

sound, but the person herself is not to be scorned 

by any retailer, She is the great American house- 
wife and there are millions of her, each with a wedding 
anniversary every year. 

You know all this, of course. But have you given 
serious promotional effort to developing this limitless 
anniversary market? Have you, for example, thought 
of the women in your community who were married 
during the war years and had neither time nor oppor- 
tunity for a big wedding with its accompanying rain of 
gifts? These women are observing this year anniversaries 
ranging from the 5th to the 15th, and if they have never 
owned fine tableware, now is the time to develop their 
interest, Almost certainly they enjoy a better and more 
stable income than they ever had since their marriage 
and, unless they are completely out of key with the pres- 
ent trend, their tastes are moving toward an increased 
elegance. 

These “war brides” represent only one segment of the 
big potential market, Older women like beautiful tables, 
too, not only for their daughters but for themselves, They 
probably already own fine china and crystal——but are 
you sure they have seen, and have been tempted by, the 
sparkling new designs manufacturers have been creating 
lately? There is, after all, no reason why anyone should 
go through life with only one “best set” of tableware. 

With the traditional wedding season just ahead, your 
chief concern now is the bride of 1956. But don’t give 
all of your attention to her and neglect the vastly greater 
number of brides of former years. 


 Pemearesens table settings will be stressed more 

“strongly than ever at the eighth annual National 
China, Glass and Pottery Show at the Hotel New Yorker, 
July 15-20. To help develop this theme, the Show is 
being opened to flatware manufacturers who make 
designs complementary to the patterns of dinnerware 
and table glassware that will be on display. William F. 
Little, show manager, has been able to arrange with 
hotel executives that most of the display rooms will be 
air-conditioned, This important development for the mid- 
July show will enable exhibitors and buyers to work in 
comfort. 

~ . - 

bps Hiccins, president of the Midhurst China 

Co., national distributors of Hallcraft dinnerware, has 
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named Ted Wilson as national sales manager, specializing 
in distribution, advertising and sales promotion, and in 
co-ordinating Midhurst’s activity with the Hall China Co.. 
makers of the ware. Mr. Wilson has been in the wholesale 
china business for several years, most recently as sales 
manager of Ceramic Sales, Inc.. New York. 


RICHARD J. LARSON 


| emma J. Larson has been made Southwest district 

sales manager for the Franciscan division of Glad- 
ding, McBean & Co., of Los Angeles, manufacturers of 
china and earthenware. The appointment was made by 
A. R. Said, vice president and general sales manager of 
Franciscan, Mr. Larson was Midwest sales representative 
for Pickard, Inc., china manufacturers, for three years. 
Prior to that he was assistant buyer in the china depart- 
ment of Marshall Field & Co., Chicago. He replaces 
Charles Clary, who has opened a showroom in the 
Santa Fe Building in Dallas, Tex., as a manufacturers’ 
representative, and he will make his headquarters in 
Dallas. 

* * * 

H .. Laurrer Co., Inc., New York, has taken over 

* the exclusive United States and Canadian repre- 
sentation of Alpine china by Schoenwald, Bavaria, and 
will maintain stock in New York. The move was made on 
Feb, 1, 

On the same date it was announced that Dudley FE. 
Whitney, of Chicago, took on the Southeastern repre- 
sentation for the Lauffer Co. and for the M. Wille Co.. 
distributors of the line of George Briard Designs. Mr. 
Whitney plans to move to Atlanta, Ga., and cover his 


territory from there. 
a os 7 


Phew G. Wire, formerly china and glass buyer for 
Carson, Pirie & Scott, Chicago, has been named 


sales manager for Pickard, Inc., of Antioch, IIL, manu- 
facturers of Pickard china. The position is a new one, 
incorporating part of the duties formerly handled by 
Austin Pickard, president of the company. 


* * : 


ea first of a projected annual Wedgwood Inter. 
national Seminar will be held April 13 and 14 in the 
Philadelphia Museum of Art, giving those interested 
in the subject a chance to take part in discussions of 
various phases of Josiah Wedgwood’s life, his contem- 
PLEASE TURN TO PAGE 125 
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NEW CASTLETON cee 
“CLASS OF 1956” PROMOTION 





BEAUTIFUL! INEXPENSIVE! This Castieton fine china miniature is a 


unique, cherished souveni that makes loyal customers of your best prospects for fine 
china sales! Available in gold lettering /5¢ of smart Diack 50¢, 4% diameter 


ACT NOW... Here’s a low cost way to win your share 
of the important bride-to-be fine china market 


Give every girl in your area a beautiful Castleton 
fine china miniature, 

lake this opportunity now to swing them your 
way when they buy their china. 


Facts Show Girl Graduates Many of these girls will marry within a year 


When they call for their gilt, register them for 


are an important, 


their ¢ astieton pattern 


immediate market ... FREE Merchandising Kit 


Ad mats Counter card 
Publicity release TV, radio scripts 
47.7% of all first brides ; a oe | : | : 
are under 20. HURRY! MAIL THI COUPON JODAY 


Castieton China, tnc., Dept. 7, New Castle, Penna, 





Piease RUSH The Castieton Class of 1956 Miniatures and FREE Promotion Kit 
EACH TOTAL 
@ 46% of all brides acquire their china while en Gold Is 
Number of mimatures needed 
gaged, Black S0¢ 
. G fion « ; 
@ More girls are married between the ages of 16 WOSUEOR CBS 16 pO 
and 19 than are married during the next ten STORE Name 
years combined. treet 
City Jone State 
My name [ithe 
mee em mem mmm rm nme meme ee ee — 
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Three California jewelers strengthened 


their silver, china and crystal business 






by using their windows to emphasize 







COMPLETENESS: 






A PATTERN IN SELLING 










by W. B. Stoddard 





® Many jewelers emphasize their silverware departments 
with the same seriousness and intensity that brides-to-be 
feel in choosing their patterns—but fail to carry through 
in merchandising fine crystal and china. 

By stressing not only the qualities of china and crystal 
but bringing out the importance of choosing them at 
the same time as silver, to form a harmonious table 
setting, the jeweler could set the stage for an increase in 











his bridal business. 

At least, this has been the experience of three Southern 
California retailers, who have created bridal windows 
that call attention te the close relationship among silver, 









china and crystal. 

The Boyson Jewelry Co., 215 Pine Ave., Long Beach, 
called attention to its crystal and silver departments 
with a bridal windew that was floored and backed with 
ivory-tinted velvet. Two bride figurines in wedding 










gown and veil were shown prominently. 

























Black veivet plaques held silver spoons and toward 
the front of the window were several bowls. A card in 
the shape of an open book held several serving pieces 
on one side and a picture of one place setting suggested 
that harmonious patterns of silver, crystal and china be 
chosen simultaneously. 


Three Southern California retail jewelers 
Another Long Beach store—C. C. Lewis Jewelry Co. 
are merchandising silver, china and crystal 6 J ' _ 


333 Pine Ave.—featured sterling silver in the window, 


bride he rt , | , ; : 
for Grides es @ pachage—with profitedic suggesting the wisdom of choosing everything for the 


results. The Boyson Jewelry Co., Long Beach table at once. 
(top photo), prominently displays bridal figur- Lewis’ used green silk for the window floor and a 
ines with settings of silver and pieces of crys drape of salmon colored velvet. Serving pieces were 


placed on upright green velvet plaques, and large silver 
salvers were set in the rear. 
In the front of the window were several pieces of 


tal, C. C, Lewis Jewelry Co., another Long 


Reach store (center), makes silver the center 





of attraction tn Ge window. in Les Angetes, hollowware, plus a mounted tearsheet of an advertise- 


Parmelee-Dohrmann (bottom) ties together all ment of a sterling coffee set. A cluster of apple blossoms 
a brides table needs and stresses easy payments. at the side of the window, attached to a card on which 
a bar of the Lohengrin Wedding March was printed, 
pointed up the theme of this bridal window. 
A Los Angeles store, Parmelee-Dohrmann’s, 510 W. 
PLEASE TURN TO PAGE 124 
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YOUR BIG NEW MASS MARKET 
...MEN'S JEWEL CASES 


Tens of thousands sold in 55! 
Mele’s Gemtry’* 


The New Look... long, low, masculine... with ten cufl 

link compartments, spacious sections for all his jewelry. 

Compact 8% x 6% x 1%” size. The Gentry, Style 904: your 
} ¥, OF 


cost: $2.35. Suggested retail: $3.98. 


NOW... 


New! impressively Designed! De luxe size (11 x 8x 1%”) 


Mele’s 
Sq uire* 


Holds twelve pairs of cuff links in indi- 
vidual slots for easy selection; all his tie- 
pins, stays. Four sections for watches, 


rings, etc. 
Style 345 


$498 
Your Cost: $300 Suggested Retail: 4 












* Both in calfskin simulated leather. 


Exciting color styling: 
Suntan with matching corduroy lining 


or jet black with 
scarlet red corduroy lining. 





.. backed by BIG 


THE PERFECT GIFT + ORDER NOW NATIONAL —_(iS 
ADVERTISING | 


June issues: 






for record-breaking Father's Day Sales! 











aX 


America’s foremost name mn Jewel Bowes 
MELE MANUFACTURING COMPANY, INC.. 366 FIFTH AVENUE. NEW YORK 1 
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The Second Time ’Round 


© jeweler C. Noble Lednum, owner of Lednum’s Jewel- 
ers, Lednum Building, 22 Poplar St., Cambridge, Md., 
is a man who not only recognizes the importance of an 
attractive, up-to-date store, but acts on his knowledge. 

Though he has been in business for a relatively short 
time, he has already remodeled his store twice. In 
1946, a scant nine years after he opened his store, he 
installed new wall cases, overhead lights, sound-proof 
ceiling blocks and air conditioning. 

Recently, when he marked the completion of his sec- 
ond nine years, Lednum, who had since achieved the 
status of Certified Gemologist, decided it was again time 
to bring his store into line with current thinking on 
efficient design, This time, he did all the work himself, 
except hanging the lights and installing electrical con- 
nections, 

Focal point of Lednum’s newly-remodeled store is the 
arrangement of floor cases to form an oval unit in the 
center of the store: this unit, made up of 14 cases, ex- 
tends the entire length of the floor. 

Ten of the cases are used to display jewelry, two are 
sit-down types used for showing flatware, one is used 
to display pens and one is for leather goods. Suspended 
above each case is a spotlight, further highlighting the 
merchandise on display. For the convenience of sales- 
people, Lednum included three breaks in the circular 
unit, each with a swinging door. 

The arrangement of the cases makes for easier opera- 
tion, both for salespeople and customers, says Lednum. 
Customers can easily examine pieces in the wall cases 


as they make a circuit around the island, and this pays 
off in increased sales. From the viewpoint of salespeople, 
the unit makes it easier to give efficient service. A 
further advantage, says Lednum, is that merchandise in 
the lower wall cases is not hidden from view as it was 
in the standard positioning of floor cases. 

The wall cases that line both sides of the store are con- 
structed of red mahogany, and feature sliding glass 
panels and concealed fluorescent lighting. The back- 
ground of the wall cases is Wedgwood blue and the wall 
above is a lighter shade of blue. 

The lower wall cases are used to display much of the 
china stock and such large pieces as picture frames and 
various types of serving trays. The upper cases are used 
to provide eye-level display of stemware, hollowware, 
flatware, sample china patterns and figurines. 


Twice in less than two decades, a Maryiand jeweler remodeled his 


store. Focus of latest arrangement is this 14-case oval unit 
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BING & GRONDAHL 


Rel 
Prompt 

No packing 
100% profit 









\ 252 JEWELERS 
{ BOXES only 316% 


A IDEAL FOR SMALL GIFT MERCHANDISE 
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Yes! A complete a tment of Jewelry 1 Gilt Boxes ( 
boxes) © handy a ted ‘ é ng shapes . 
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¢ , ciation . 5 - ’ 
see irom //io x 1-7/16 x 13/16 to 7 ° 
ro | tid haga Spe ae a en lt ig eS VAT | PICTORIAL PAPER PACKAGE CORP , 
, | 232 Seuth Lake Street 
“NEW COLORS and DESIGNS | Aurora, tiHinois | 
Pictorial’s entire line has been entirely restyled by a , ; 
famous package designer | , | Gilt Bou , 
A | 
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Maier & Berkele Jewelers, Atlanta, Ga., put dramatic emphasis on their china, 


silver and crystal with this view right into the store through the front 
display window. This small window-room always features a table setting. The 
rear of the little room is open, so that shoppers have a view into the 


store, back to the china department itself. At night, the window room is lighted. 
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by Hazel Palmer 


A ROOM WITH A VIEW 


Show your merchandise effectively 


and people will buy, these jewelers said. 


They proved their point with a room-in-a-window 


for china, silver and crystal displays. 


© “Windows sell merchandise.” 

Clifford Q. Tritchler, vice president of Maier & Berkele 
Jewelers, 173 Peachtree St., N.E., Atlanta, Ga., sums up 
in these three words the firm’s long-standing emphasis 
on effective window displays. 

“We spend a lot of time and thought on our windows,” 
says Tritchler, “but our decorators are not allowed to go 


’ We want none of those picture windows where 


‘arty. 
one exquisite piece——no matter how great a work of art 
it may be—is placed by itself in the center of the window. 

“People are locking for a specific item when they win- 
dow-shop and we want them to see it, or something like 
it, in our windows,” Tritchler emphasizes. 

The best way to sell the merchandise in your window, 
by bringing people in from the street, is to give the 
window depth, Tritchler believes. A window must be 
well stocked with merchandise, yet not so overcrowded 
as to appear “junky.’ 
dent, each piece displayed must stand out. 


, 


In addition, says the vice presi- 


Maier & Berkele has accomplished these objectives 
dramatically by a window unit, which is actually a small 
room, facing one of the front windows. 

A table setting is always featured here, with frequent 
changes in conjunction with special gift-giving occasion, 
holidays and seasonal themes. Sometimes a silver coffee 
or tea service is highlighted; occasionally a chest of 
silverware is displayed. The table always has a vase of 
fresh flowers. 

In the foreground, below the table level, is a display 
of silver patterns. Nearly 50 designs are shown, each 
clearly marked. An added touch is a rectangular opening 
at the rear which affords a view of the store’s china 


roR MARCH, 1956 





department. At night, the window “room” is lighted. 

“We believe in posting prices in our windows,” 
Tritchler asserts, “for customers know how much they 
can spend for a gift or something for themselves. Ia 
addition, the prices also help them identify an article to 
the sales clerk after coming in to inquire about it.” 

When a customer does come in to ask about an item 
he has seen in the window, the firm does not, in any case, 
attempt to trade up to a higher-priced article. Tritchler, 
who is firmly against such practices, insists that up- 
grading a customer is not a good way of increasing sales, 

“If a man comes in and says he has $400 to spend 
on an engagement ring, that is usually what he has, Of 
course, he may look at what is available at the quoted 
price, then ask to see a better quality. In such a case 
he has been shown what he asked for and has sold him- 
self on spending more, 

“Any attempt to high pressure him will do one of two 
things,” Tritchler warns. “If successful, it will obligate 
him beyond his means and he will resent it. If unsue- 
cessful, it will drive him from the store and lose us his 
friendship.” 

This is especially true of younger customers, says 
Tritchler. “Young people of today are very practical,” 
he points out. “They know exactly what their income 
is, what their rent and other expenses are, and exactly 
how much they can spend, By selling them what they 
want without argument, we keep them as customers.” 

The second of Maier & Berkele’s unusual display units 
is a shadow box showcase located overhead on a partial 
wall between the main store and the china department in 


PLEASE TURN TO PAGE 13! 
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INE ENGLISH 


t 
DINNERWARE 








Fine English Earthenware 





EN 


English Bone China comrtancs cwne 


Lowestoft Stone China GOING TO THE DOGS— 


Made in England by W.T. CortLanpD & Sons, Ltp. 


in Style Y 
IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


® Ss. S. Warshaw, owner of Sherry’s Jewelers, 109 
West Second St., Pomona, California, recently 
learned something new about women and the world 
of fashion. 

One of his clerks sold a woman a pair of gold 
hoop earrings for pierced ears. Two hours later, the 
woman was back in the store. 

“The earrings are unsatisfactory,” she explained 
to Warshaw. 

Warshaw was happy to exchange them, or refund 
the woman's money, but he asked her why she was 
dissatisfied with the earrings. 

“My dog keeps scratching at them,” she replied. 

Only then did Warshaw realize that the woman 
had purchased the earrings for her dog. Despite the 
humor of the situation, he made no comment. The 
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$0-0-0 SMART 
AND BEAUTIFUL 


Silvey Sujal 


GIFT BOXES 


5 


; 


Linley 


DIVISION OF 


The Lindley Silver Supreme gift box has become 
a popularity leader in the few short months 
since it was first introduced. Eye-appeal com 
bined with extra strength and stiffness, practi 
cal storage and wrapping economies have made 
thie Silver Supreme folding box an important 
part of and ladies shops, as well as jewelry 
and degariment stores. Regardiess of your re 
quirem cfu find a Lindley Silver Supreme 
size td Suit your needs. The new sparkle in fold 
ing boxes is\Lindley's SILVER SUPREME. Why 
not get the 


Write tedey for the big genera! catalog 
of Lindley Gift Boxes Mlustrating all 
sizes and suggested uses 


MORRIS PAPER MILLS 





PAPER, | 748 West 2nd S!.. Marion, ind. 


woman exchanged the earrings—taking a pair of the 
stud variety instead. 

“The dog should find these less annoying.” she 
remarked by way of explanation. 





Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


COMPLETENESS: A PATTERN IN SELLING [from page !/8) 


7th St., devoted all its window space to a display of 
silver, china and crystal, plus pottery and artwares. 
Each window bore a long strip card reading, “Brides-to- 
be choose all three—silver, glass and china.” 

A promotion carried on through newspaper, radio 
and store display stressed the offer of a one-place setting 
of silver, crystal or china for 33 cents a week, or a one- 
place setting of all three for $1 weekly. 

Throughout this display, each place setting was ac- 
companied by a card noting the pattern, make and price. 
A blue-gray background with wedding bells and swirls 


of white tulle carried through all the windows. 


THe JEWELERS’ CIRCULAR-KEYSTONE 











CHINA, GLASS & GIFTWARES (from page !'6) 


poraries and the products of his factory. Philadelphia 
was chosen for the first of these seminars because of the 
fine collection in the Museum and in private homes in the 
area. The arrangements committee includes Harry M. 
Buten, president of the Wedgwood Society; Mrs. Robert 
D. Chellis, Wedgwood bibliographer; Henry P. Me- 
Ilhenny, curater of decorative arts of the Museum and 
Hensleigh ed Wedgwood, president of Josiah Wedgwood 


& Sons. Inc. 


Rs: Stark & Gornam, Inc., Fifth Avenue, New 

York jewelers, last month staged an exhibit of ap- 
proximately 300 pieces of Royal Crown Derby china from 
England, including antique dinner services, antique 
figurines, samples of plates designed for royalty, and 
currently made designs. The collection was valued at 
$100,000. 

Crown Deiby is one of England’s oldest china factories, 
founded in the 1750's, and shown in the exhibit were 
examples from each era of the factory’s development. 
Among them were items from the Duesbury era, about 
1782, and 150 Imari plates from about 1795. These 
latter, originally brought from Japan by seafaring 
captains, are done in brilliant Chinese red-orange, cobalt 
and ornate gold, Also shown were pieces from the 
dessert service commissioned for the 800th birthday 
anniversary of the city of Derby. 


ee 








PAUL A. STRAUB & CO.., Ine. 


Fetablished 1915 


if Hast 26th Street (Near Sth Avenue ) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 


8 ae ers recently elected by the 225 Fifth Avenue 
Association. Inc.. of New York, include: John 
Goodman, who heads his own company, president; 
Thomas R. Delaney, of Mollie Boynton, Inc., vice presi- 
dent; John Drescher, of Drescher Arts, Inc., treasurer; 
and William S. Preston, of Preston Advertising, secretary. 
Eugene Henn, of the Ebeling & Reuss Co., remains a 
member of the board of directors for another year and 
new members selected are: Mac M. Mader, of the Fostoria 
Glass Co.: Walter Hatch. of The Walter Hatches; Victor 
Bonomo, who heads his own company; and Sam Keep- 
news, of The Keepnews Co. 
. * 
Necson McNasu, vice president of the Hazel-Atlas 
* Glass Co., in charge of the tableware division, has 
been elected chairman of the board of governors of the 
American Glassware Association for two years, The As- 
sociation is one of the oldest trade groups in the United 
States, having had its first meeting on May 30, 1862, 
before that day was named Decoration Day and became 


a national holiday. 
- _ cm 


§ line A. H. Dorman China Co., New York, has taken 
over the representation of California Ceramics in the 

Kast, Midwest, and New England, This line was formerly 

handled by Newland, Schneeloch & Piek, Inc.. of N. Y. 


Pen knives originally were just that—they have 
evolved from knives used to sharpen quills into pens. 
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bavari 
Savarian 


OPEN STOCK 
DINNERWARE 
by 
LORENZ 
HUTSCHENREUTHER 
SELB 


Fstablished 1856 


@ & med Paci 
Pottern No. 30932 


Available in open stock 
9 piece settings 
94 and 64 Piece Sets 


New Vork 10, N. ¥. 
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Better buy 


A slender 

fold of supple 

goatskin. Hid- 

den currency 

pocket. Snap-flap 

por ket for 40 cards. 

Accordion fold pass 

case. Good stores 

have it ac $10 plus tax. 

Hugo Bosca Company, 
Springfield, Ohio. 


oP Mmalelilelilel ii ame leh A-lait t-te) 


Holiday « Glamour 
The.New Yorker 


Write... 
for our Anniversary Specials 
HUGO BOSCA CO., INC. 


elehiae me mela. 
Springfield, Ohio 
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China and Silver Patterns Kept 
On Permanent Display in Window 


This permanent window display keeps all the china and silver 

patterns stocked by the Myron E. Freeman jewelry store, At- 

lanta, Ga., before the public at all times without interfering 
with other, changing window displays. 


A permanent display of china and silver is kept in a 
window of the Myron E. Freeman jewelry store, Peach- 
tree St., Atlanta, Ga., in such a way that it does not take 
up any of the conventional display space. 

Chrome bars are secured across the front and side, 
leading to the door of two large show windows. Plates 
are suspended from the upper bar and silver from the 
lower, 

In this way, Freeman’s permanently keeps all its pat- 
terns of china and silver before the public. Kinsey W. 
Davis, superintendent of the Freeman stores, says many 
customers know what patterns they want when they enter 
the store to buy. 

If stock of one pattern is depleted, the window display 
of that pattern is removed and not replaced until the store 


has it back in stock. 


SHOWMANSHIP IN BUSINESS [from page '08) 


was partly covered with a red cellophane overlay. 
Through the cellophane, the reader saw a number of 
questions—then had to lift the cellophane to read the 
answers. 

Reiley’s in Oskaloosa, lowa, put the suspense into 
its windows with a pile of brightly wrapped “Mystery 
Buys” at $1. Folks had no idea what they were getting 
but they bought anyway. 

One of the most interesting uses of suspense is in 
employee training where a quiz technique can be used 
to drive home the ideas and information you want your 
employees to absorb. Hundreds of quiz shows pull audi- 
ences totaling in the millions, making learning exciting 
and palatable. 

Try this brain-teaser some time. Give your employees 
a list of 20 statements about various items in the store. 
Tell the employees that 10 are wrong. You'll find that 
Carrie Clerk or Sammy Salesman will get a real kick 
out of trying to spot the answers. 

All the standard guessing games can be used. As, 
for example, “what's wrong with this picture?” to get 
employees to spot errors in operating routine. 
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Now, mystery is a very powerful element of showman- 
ship. It sells millions of mystery books and magazines. 
It pulls crowds to the radio for crime stories and crime 
clubs. It brings millions to the movies for G-men pic- 


tures. It is very powerful—-but let us not over-use it. 


It is 
tease your public too far, you make people angry. That's 


one element that can be over-played. When you 


not good selling. 

One good example of a little mystery that had gone a 
little too at Washington, D. C., the Baltimore & 
Ohio Railroad ran a mystery excursion. You may be 


far 


familiar with them, although they are more popular in 
London. 

You buy a ticket, and nobody knows where the train 
is going. At 10 o'clock, the engineer is handed a sealed 
envelope and off goes the train. The passengers are 
given a ride and a lunch and they come home tired but 
It costs about $2. 


One of these excursions was advertised in 


happy. 
a Wash- 
ington newspaper which circulates over a wide area, and 
a man who lives 110 miles away at Wheeling, W. Va.. 
read about the excursions and thought, “That's a great 
| think I'll take that train.” 

Bright and early on Sunday morning he got up, got 


idea. 


in his car and drove to Washington, bought a ticket, 
and settled down in the train, his little heart throbbing 


with excitement. He was going sojourning in lands 


unknown. 


The train went to a little lake. about two miles from 


Wheeling, where he kept his outboard motor boat. He 
didn’t want to take the train back to Washington, but 
he had to return to get his car and drive another 110 


miles back to Wheeling. 

This rather nicely illustrates a warning about mystery 
in general. Don’t go too far in teasing your public. Just 
as the importance of any design must, architectural. 
ly, justify its base, so a delayed conclusion must be 
important enough, dramatically, to compensate for the 
suspense. If your public feels cheated, you are worse 
off than before you started. 

With mystery pulling so strongly, it is only reasonable 
why it is not used Ah! that’s another 


to ask more, 


mystery ! 





HOW'S YOUR SHOWMANSHIP? 
Fach month our autographed copy of Showman. 
ship in Business is given for the best example of 
showmanship sent in by a reader of JEWELERS 
CIRCULAR-KEYSTONE. 


done 


Tell us of something you've 
that 


helped add that extra touch of dramatic interest. 


or even something you've seen has 


FREE-——The Showmanship Yardstick 
Send a self-addressed, stamped envelope for yout 
free copy of The Showmanship Yardstick—a 12. 
point checklist of the elements that make a good 


show. 
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| “PASTEL BUDS” 

by Heinrich & Co. 
New pattern of delicately tinted rosebuds 
appears on new “Grazie” shape in fine white 


Bavarian china 10%" coupe plate is 
characterized by uptilted edge line. 


5-pe. Setting: App. $10.00 retail 


GEO. BORGFELDT 
7 
CORPORATION 
Established 1881 
44-60 E. 23820 ST., NEW YORK 10, N. Y. 


712 $. Olive St. (Merch. Mart) 
Los Angeles, Collif 


“FRANCONIA CHINA 


One of Europe's Finest 





44 York 


Toronto, Ont... Canada 














AT THE 

N.Y. GIFT SHOW 
Feb. 26-Mar. 2 
Trade Show Bidg. 
Room 64? 








“PALLADINA” 


Nationally Advertised .. . 
¢ Will appeor in HOUSE BEAUTIFUL's March issue! 


bicaacm “ 


fseteful simolicity is combined with the elegant detail of dainty 
rved in Pilati i pa ela and accented with Piatinum bands to create 
f ,acdroon eT of é xceptional peauty on pure white transiucent porcelain 
) Place Setting with 10%” dinner plate: $15.95 Retail (Slightly higher 
ith & West) 
e iNGt IRF about our Ulustrated 16-page hooklet The Romance of fine 


hina’ avatlable for point-of-sale distribution 


HERMAN C. KUPPER, INC, 


49-41 West 231d St 
New York 10, N. ¥ 
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Cigarette-case Bracelet 


Lighter Ear-rings 
Buckle Necklace 
Compact Pin 


HANDCRAFTED AND EXPORTED 


BY 
AMITA JEWELRY CORP. 


Marutamachi, Kawaramachi-Nishi, Kyoto, Japan 
Tel (3) 0096 Cable Address “AMITA KYOTO” 
Branch... Aeyama 2 chome, Minato-ku, Tokyo 




















MANCHESTER 


Has openings in its sales force 


STERLING FLAT AND HOLLOWWARE 


INDIANA 
MICHIGAN 
OHIO 
WEST VIRGINIA 


Already established business in this area. 


Preference given those 
already traveling with 
Non - Conflicting lines. 


"IF IT'S MANCHESTER, IT'S STERLING 
For information write 


MANCHESTER SILVER CO. 
49 Pavilion Ave. 


Providence 5, R.1. 
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Denver Jeweler Sets Diamonds 


For Star Atop 20-Foot Yule Tree 


Arthur G. Rydstrom, vice president, Webb & Knapp, Inc. (left), 

and Victor Argenzio, vice president of Argenzio Brothers 

Jewelers, Denver, stand before the 20-foot Christmas tree in 

the lobby of Denver's Mile High Center. Argentio created the 

54-diamond Star of Bethlehem (right) that revolved constantly 
at the tip of the tree. 


Two new settings for diamonds, both of them unusual 
and attention-drawing, were designed recently by Argen- 
zio Brothers Jewelers, University Building, Denver, Colo. 

One was a satin Star of Bethlehem, set with 54 dia- 
monds, placed on a 20-foot Christmas tree in the lobby 
of Denver's Mile High Center. 

The second unusual setting was a diamond-fitted dash- 
board insigne for a Continental Mark II car, given by 
a Denver automobile dealer to his wife. 

The Mile High Center lobby tree was planned by 
Arthur G. Rydstrom, vice president of Webb & Knapp, 
Inc. To top the tree, Victor Argenzio was commissioned 
to create a diamond-set star. 

He designed the star and oversaw the setting of the 
54 diamonds, on which he placed a value of $20,000. A 
motor kept the star constantly revolving and the tree 
itself carried 600 lights. Ceiling spotlights focused atten- 
tion on the revolving star. 

The second offbeat Argenzio commission was the dash- 
board insigne, ordered by Denver automobile dealer Lou 
Bell to make the $10,000 automobile for his wife even 
more individual. 

Louis J. Malucci, of the Argenzio firm, mounted the 
stones into the four small areas between the points of 
the insigne. They are described as “perfect” in quality. 
Light stones were used, four round and four triangular. 

The mounting job was difficult, the jeweler reports, 
because the basic metal of the emblem was brittle and 
would not withstand very high temperatures. Therefore, 
each stone was mounted individually. 

Malucci is a younger member of the firm who was 
trained under Victor and Joseph Argenzio. 


Original timekeepers were water clocks of ancient 
Egypt and Greece. Water dripped from a hole in the jar, 
and time was marked by the descent of the float. 
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it’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 









NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 





Shooting for 
a BASKETBALL CHARM 


ry Fisher 


Get team orders for charms through our experienced service, 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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exciting 


black 
panther 


by KEM Plastic Playing Cards 








wy 
il 





This sleek black beauty is dramatically 
portrayed in its natural surroundings 
against backgrounds of vivid red and 
brilliant blue. BLACK PANTHER is avail- 
able in Bridge and Pinochle Sets. 


PUT NEW LIFE IN YOUR STOCK 
include BLACK PANTHER with every order 


“Black Panther” 
Display material 

to suit your needs 
available on reqvest. 





Send your orders for IMMEDIATE SHIPMENT 


KEM PLASTIC PLAYING CARDS, INC. 
595 Madison Avenue, New York 22, N. Y. 
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“E-X-P-A-N-S-I-O-N 
rence Ulancasite 
WATCH BRACELETS 


SUE 


a, A 


MARCASITES 
HAND-SET a 
IN STERLING Ag 
) 


Display, sell and profit 
with ladies’ new watch 
attachments that are ex. 
clusive and originals! 
Thete exquisite watch at- 
tachments created by 
Kimier & Daniel, well- 
known manufacturing 
jeweler specializing in 
marcasite jewelry, hove 
the appeal and luxurious 
styling of diamond brace. 
lets. An added selling fea- 
wre: they expand to fil 
the wristi 


Each K&D marcasite ex- 
ponsion wotch bracelet is 
packaged in a beavtiful 
gift-presentation box, suit- 
able for all gift occasions, 


WRITE TODAY for 
DESCRIPTIVE FOLDER and ORDER BLANK 


FREE WINDOW DISPLAYER... 


MAT ADS and CATALOG 


af vyvelhe Ya Du Vb & 


Fe LAMAL SIREE I 
ow 6c 2, CU. CY 











Advertising Aimed at Women’s Clubs 
Booms Business for Silver Pieces 


Advertising hollowware in local women’s magazines 
turned out to be an excellent investment for a Detroit 


jewelry store. 
J. H. Garlick & Sons, 1250 Washington Blvd., began 


concentrating their advertising in the magazines that 


reached the specific potential customers they wanted— 
women in the better income groups whom Garlick’s con- 
sidered the most likely prospects for the small items 


_ specifically and larger sterling silver pieces later. 


Investigating, Garlick’s found that the three leading 
women’s publications in the automobile capital reached 
at least 50 per cent in the desirable income brackets. 
For example, one publication, the official organ of a num- 
ber of women’s clubs, had a circulation of 9000. 

Advertising in such publications offered cigarette trays, 
salt and pepper sets, card trays, bowls and similar small 
hollowware items, all presented as ideal for gifts or 
simply as useful for the reader's household. Most of the 
items were in the $5 price bracket. 

The ads, usually two columns by four or five inches, 
including plenty of white space, included a picture of 
the item, the price and a headline indicating that the item 
is being offered to members of specific clubs. 

Although James H. Garlick, one of the store brother- 
owners, has been satisfied with the return itself from this 
type of advertising, he credits it also with much larger 
sales. One customer, for example, who had purchased a 
dozen of the specially advertised items within three 
months, bought a $1,700 sterling silver tea service, which 
she had observed closely each time she came into the 
store. Garlick gives the credit for most of the high unit 
sales in sterling hollowware for a one-year period to the 
advertising of much smaller items. 

The two Garlick brothers, who have achieved a more 
profitable turnover of sterling and plate hollowware 
through their concentrated advertising program, have 
gladly put it on an indefinitely continuing basis. 


lowa Jeweler Joins Town-Wide 
‘Know Your Merchants’ Ad Service 


A Fort Dodge, la., jeweler is cooperating with other 
merchants in sponsoring a weekly “Know Your Mer- 
chant” advertising campaign. 

Running for 36 weeks, the campaign costs each adver- 
tiser on the full-page display $4 weekly. At some time 
during the campaign, each merchant is the subject of a 
feature article and photographs, placed prominently at 
the top of the “Know Your Merchants” page. 

When Dick’s Jewelry, 1216 S. 22nd St., was featured, 
the article stressed the store’s gift items and appliances. 

Richard Nekvinda, owner, and his store were the 
subject of four photographs. Nekvinda’s watch repair 
service and three of the other departments in his store 
were photographed by the Fort Dodge “Messenger and 
Chronicle.” 
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ROOM WITH A VIEW (from page |23) 





This shadow box showcase, located overhead on a partial wall 

between Maier & Berkele's main store and the china depart- 

ment in the rear, is considered an “excellent salesman” by the 

management. Large-link gold-colored chains add a dramatic 
note to the showcase. 


the rear. The blank wall is thus made to serve a useful 
purpose: what could have been an unattractive area has 
been turned into a dramatic selling spot. 

“This is an excellent salesman,” says Tritchler. “We 
are surprised at how often a customer asks about and 
buys something displayed here. This is particularly 
surprising in view of the fact that the shadow box is 
hidden from view by two elaborate crystal chandeliers 


until one is deep within the store.” 


Dramatic effects with color, material 


A draped velvet curtain serves as the background for 
the shadow box and supplies a needed touch of color to 
the wall. Two glass shelves, at different levels, are sup- 
ported by large-link gold colored chains. The size of 
the unit limits the size of the merchandise that can be 
displayed, but Maier & Berkele reports excellent results 
with the small articles exhibited. 

As a means of building customer goodwill, the firm 
has established a photography service for special gifts 
and major purchases. The idea grew out of a hobby of 
Mr. Maier, co-owner of the store, who adopted his inter- 
est in polaroid photography to a customer service, 

The camera, which provides finished pictures in one 
minute, is set up and focussed on a small table. Articles 
that a customer wishes photographed and sent to friends 
or relatives are placed on the table; the lights are then 
turned on and the picture taken. As many shots as 
the customer wishes are snapped and handed out for 
immediate mailing. Though this is an informal service 
which is not pushed or advertised, it has become well 


known and is frequently requested by purchasers. 


King Edward VII once ruled that all forks at Balmoral 
Castle be placed on the table tines down, because one 
guest of honor caught her flowing sleeve on a fork, with 
unpleasant results. 
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of lustrous Florentine leather, luxuriously 
hand-tooled in 24 K. gold, these exquisite 
and unusual accessories are rare examples 
of a nearly-forgotten Old World craft. From 
our newly-imported collection, in a variety 
of fresh colors and striking new designs. 


Earring and 
Jewel Case 
Ave" x 6" x 1" 
#31-509 

$13.50 List ea. 


Foldover Wallet 
_»  #31-216 
d $5.00 List ea. 






Coin-Topped 
Coin Purse 


#31-215 
$5.00 List ea. 





Complete line on display at Gilt 
Shows, and at our permanent show- 
rooms. Send for sample assortment 
and illustrated folders. 


Q 





104-6 N. 63rd Street, Phila. 39, Pa. 
225 Filth Avenue, New York 10, N. Y, 
101 Tremont Street, Boston, Moss. 
2701 Ponce De Leon Bovleverd, Coral Gobles, Fle. 
1506 Merchandise Mart, Chicago 54, il. 


Qus 25th VearmAhAI3h«h4IEO 
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‘Don’t Go at It Blindfolded!’ 
Albany Jeweler Warns Watch Buyers 


A photograph of a blindfolded man was the startling 
top element in a newspaper watch advertisement run bv 
DeMoss Jewelers, 90 N. Pearl St., Albany, N. Y. 

“Don't Go At It Blindfolded!” the firm exhorted read- 
ers. “Good watches are not found at Bargain Counters.” 
The body of the 3-column, page-length advertisement 
stressed the importance of a watch purchase. 

“As an investment and for dependability you must buy 
it from an organization that you can completely rely 
upon,” DeMoss’ ad continued, The firm listed some of 
the brands of watches it carries and assured shoppers 
they were “never under any obligation or ‘high-pres- 
sured’ selling tactics.” 


READING FOR PROFIT (from page 110) 


jeweler points out, neither is this type of windfall a 
prerequisite to making it worthwhile to keep up with 
trade journals, In the operation of his one-man store, 
business papers have become valuable, day-to-day work- 
ing tools. 

One of the most important uses of the magazines comes 
from converting trade journal illustrations into effective 
window displays several times a year. This applies, 
although less frequently, to in-store displays. 

Miller reports he has also successfully duplicated sev- 


eral promotional ideas and advertising programs brought 
to his attention originally in the pages of trade maga- 
zines. 

A good specific case in point involves the planning 
stages of Miller's giftwares merchandising program. For 
more than a year before he moved into the full-scale 
stocking of giftwares merchandise, he studied carefully 
all promotional articles and advertisements he could 
find in trade journals. 

He set up a file of this material for further study 
and planning. These clippings were augmented with 
catalogues and price books requested from manufactur- 
ers advertising in the trade papers. 

With these studies as a basis of operation, he began 
ordering limited quantities of giftwares merchandise. 
Initial sales taught him even more. In going into gift- 
wares merchandising, he was helped by bringing out 
selected clippings from the trade journals and “trying 
them out” on customers who showed an inclination to 
talk about the merchandise. 

Now, Miller is ready to go into giftwares merchan- 
dising on a full-scale basis. In reaching this point, he 
was convinced that he could never have learned enough, 
and learned it so economically and soundly, without the 
help of trade journals. 

As Miller sees it, trade journals represent the com- 
bined thinking of many experienced people, based on 
sound business principles. The businessman who studies 


them cannot help but benefit. 





GOLD ¢ SILVER ° 





Strictly Refiners 
Not Manufacturers 


of Jewelry 


| 























21 West 46th Street 





Metals of Guaranteed Purity 


PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


PLATINUM * 


W. soticil your Sweeps =a 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Eset. 1895 


New York 36, N. Y. 
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BETTER GOLD PLATING 








With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y.14,N.Y. © AL 5-8677 











Build Your Own 
Business Reference Library 


Each January, JC-K publishes an editorial index, a 
guide to the news, merchandising, advertising, pub- 
licity, promotional and technical information appear- 
ing in the monthly issues. To be certain you can refer 
back to ideas you can use, save each issue of JC-K. 
By doing so, you will build an invaluable business 
reference library that you will use constantly for the 
improvement of your business. 


Save every copy of JC-K 











Use the annual editorial index 
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JMS Jewelry Manufacturing Co. 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and ite work: Your Future and Our Scheol, 
tells how you can benefit supremely by « 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pase the Certified Master 
Watchmaker tests of H, |. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the best 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Oar 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Courses Approved for Korean and Other Veterans 
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DE BEERS REPORT RECORD SALES IN ‘55. Record diamond sales during 1955 have been 
reported by De Beers Consolidated Mines on behalf of South African and other 
producers. ‘55 sales totalled $154 million as compared with $129 million the 
previous year. Gem sales amounted to $104 million as compared with $95 million 
in 1952, previously the record year. 


UNIVERSAL CATALOGUE. At the annual meeting of the board of directors of the Watch 
Material Distributors Association of America it was announced that agreement had 
been reached on the long-awaited universal catalogue of watch parts. Ebauches 
S+A. will finance the project. 


ONEIDA ELECTS FOUR NEW DIRECTORS. At a meeting of the board of directors on January 
50, Oneida Ltd. Silversmiths elected four new directors. They are John R. 
Keller, assistant treasurer and director of credits; Stewart M. Hill, director 
of engineering; George H. Kramer, director of sales, special sales division; 
and Harry T. Farmer, director of production planning. 


WHOLESALE SALES UP IN ‘5S. According to a report by the Bureau of the Census, 
wholesale jewelry sales in 1955 increased seven percent compared with 1954. It 
was also noted in the same report that durable goods as a whole rose 17 per cent 
last year. A U.S. Dept. of Commerce report states that sales in "large stores 
of organizations which operate one to 10 retail stores," retail jewelry sales 
jumped eight per cent last year over ‘54. This compared with a nine per cent 
increase for all retail stores. 


SWISS WIN RULING. The U.S. Treasury Dept. has ruled that the Swiss watch manufac- 
turers and importers are not required to pay a special duty on movements 
that are marked "unadjusted" when the adjustments are made at the mass produce 
tion level. In effect the Department reaffirmed a previous decision that 
movements are unadjusted for tariff purposes unless the adjustments are made 
after manufacturing operations are completed. 


DILAMOND TRADE PRACTICE RULES. Trade practice rules for the diamond industry, 
covering rough, cut or synthetic stones, have been adopted by the Federal Trade 
Commission and will go into effect on March 10. The rules, designed to curb 
misrepresentation, cover the advertising, distribution or sale of diamonds by 
any person, firm or corporation. 


(Turn to page 136) 
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SMUGGLING ON INCREASE. Officials of the Treasury Dept. and the Customs Bureau report 
that the smuggling of watch movements and diamonds is increasing despite a 
crack-down by those agencies. Reasons given are difficulty of finding suitable 
informers and lack of information and cooperation from officials of the country 
of origin. Currently, smuggled goods that are confiscated by Customs are 
ultimately sold with the government getting the revenue. A member of Congress 
has suggested that confiscated watches be destroyed instead of sold to the 


highest bidder. 


BUDGET PLANNERS SEE SALES RISE. President Eisenhower's budget for the fiscal year 
Starting July 1 estimates that jewelry excise taxes will increase to $156 
million--up $4 million over the 12 months ending June 30. 


NOTED PEARL IMPORTER RETIRES AT 89. James Duncan Leys, president of Leys Christie 
Co., Inc., pearl importer and pearl jewelry manufacturer, has announced his 
retirement at the age of 89. A native of Scotland, and a leading authority on 
pearis, he is handing over the management of the business to two associates, 
Ernest Reuter and John Wilson. 


HARRY WINSTON BUYS HUGE NEW GEM. Harry Winston, famed New York jeweler, recently 
bought a 426-carat ice-blue diamond, said to be as fine in quality as any ever 
found in South Africa. The huge stone, the ninth biggest of gem quality in the 
world, was one of 50,000 diamonds costing $8,400,000 bought by Winston at 
the same time. As yet unnamed, the new stone will be cut by Winston's own 
craftsmen after scientific study to determine the best plan and shape. Cutting 
will take nearly a year. 


FIRE DAMAGES GEM MARKET. The world-renowned diamond market in Amsterdam, Holland, 
was Swept by fire on February 12. Fire raged through the upper floors causing the 
collapse of the roof. Fireboats attempting to get to the scene, on the bank of 
&@ canal, were hampered by thick ice. 


SENATE GROUP LOOKS INTO FAIR TRADE. Many merchants are receiving questionnaires on 
the subject of fair trade from the Senate Small Business Committee. The 
committee, which is investigating resale price maintenance, asks, among other 
things, how effectively fair trade operates in the merchant’s area and whether 
it is getting stronger or weaker. 


MINIMUM WAGE LAW. The new $l-an-hour federal minimum wage law becomes effective on 
March 1. To make sure that the law is enforced, the Labor Dept. is almost 
doubling its field office staffs. At the same time, letters are being mailed to 
employers warning them that stiff penalties await violators of the Fair Labor 
Standards Act and reminding them that they must display posters informing 
employees of their rights under the new act. 
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MARSHALLOY 
UNBREAKABLE 


Non-Magnetic 





YOU HAVE YOUR CHOICE 





MAINSPRINGS 


Fatigue-Proof 





Rust-Proof, White Alloy 








LARGEST STOCK OF SIZES IN THE U.S.A. TO 
FIT OVER 3500 POPULAR MAKES AND MOD- 
ELS, REGULAR, AUTOMATIC, AND CHRON- 
OGRAPH. Bulova, Gruen, Longines, Benrus, Etc. 








MARSHALLOY 


(,uaranteed the finest you can buy. White alloy 
springs of unlimited durability and highest motive 
power. The finest unbreakable mainspring at the 


customary price of mainsprings. $575 per des. 


WATCH-CRAFT 


Quality controlled mainsprings made for superior 
service. Unconditionally guaranteed unbreakable, 
rust- 


proof and smoothly polished. The best next to 


Marshalloy at a lower cost. $480 per des. 


No. 273070 Marshalloy Sterter System Kit, 2 dozen 
most used sizes with set of index cards... $11.75 


No. 27/080 Watch-Craft Starter System Kit, 3 dozen 
most used sizes with set of index cards... $14.65 


No. 273074 Marshalloy 2 Drawer Steel Cabinet Add- 
A-Unit System. 1 each of 72 most used reguier sizes. 
Cees eeee nd beste $45.95 


No. 273082 Watch-Craft 2 Drawer Steel Cabinet Add- 
A-Unit System. 1 each of 72 most used reguiar sizes. 


i ac ewieae $40. 70 





NEWSPAPER MATS 














C. & E. MARSHALL CO. 


BOX 7737 C 


HICAGO 80, ILL. 


Branches and Distributors in Principal Cities throughout the U.S.A. 
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Tentative Treasury Dept. Ruling Favors Swiss 
In Continuing Fight Over Watch Adjustment Duty 


Swiss watch manufacturers and importers 
have won one victory in their battle of 
recent years with domestic producers on 
the question of adjustments. In addition, 
they've chalked up a half a victory in the 
upjeweling controversy 

The U. S. Treasury Department tenta- 
tively rejects charges by domestic watch 
producers that the Swiss have dodged 
about $238 million in special adjustment 
duties over the years by marking move 
ments unadjusted which have adjustments 
built in at the mass-production manula 
turing level 

In effect, the Department reafhirms a 
1940 decision that movements are not ad 
justed for tarifl purposes unless the cor- 
rections are made in post-manufacturing 
processes, Such adjustments are subject 
to a especial tariff of 50 cents for each 
adjustment in each movement. 

The ruling goes into effect on March 7, 
unless reversed. 

Domestic watch manufacturers com- 
plained of the adjustment problem in July, 
arguing that a watch was “adjusted” no 
matter whether during or after manufac 
ture, As proof, they said that shipments of 
similar movements to markets other than 
the U. S, are marked adjusted. Importers 
replied that it was an advertising tech 
nique in other countries 

\ Senate permanent investigations sub- 
committee, headed by Sen. John L. Ms 
Clellan, D., Ark., has aleo been investigat- 
ing the adjustment controversy. In ites 
latest annual report, the subcommittee said 
it would await a Treasury Department de- 
cision before taking any action. The Me- 
Clellan group may still not agree with the 
Treasury Department position when it 
makes ite report on the watch adjustment 
(question soon 

The Department's ruling also clarifies 
ambiguities in old law on adjustments 
which are subject to the extra tariff, 

The Treasury Department is relaxing 
somewhat its recent tough stand on “up- 
jeweling” of imported watch movements 
by reallrming a rule that Swiss watches 
designed to be reprocessed in this country 
to include self-winding devices will not 
be subject to higher tariffs. 

Department officials tentatively have ap- 
proved a restatement of an earlier stand 
that movements engineered oo that self. 
winding devices may later be added are 
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not classified as “specially engineered” to 
facilitate upjeweling. 

Effect of the ruling, if given final ap- 
proval, would be that 17 jewel movements 
may be imported at the $3.75 each rate 
and then may have jewel-bearing automatic 
winding devices added here without having 
to pay extra duties. 

Test of whether such movements will 
be charged under the upjeweling rule is 
whether, when stem wound, they will keep 
accurate time for at least 24 hours in their 
original condition. 

The Department also rules tentatively 
that the self-winding devices imported in 
separate shipments would be admitted for 
the usual tariff of 2¢ for each part, and 9¢ 
for each jewel or substitute for jewel. The 
minimum tariff on these devices is 45 per 
cent of their value. 


(Turn to page 161) 


Mayor Wagner Presented 
With Commemorative Spoon 


A SPOON FOR HIS HONOR: New 
York City’s Mayor, Robert F. Wagner 
(r.), receives Benjamin Franklin commem- 
orative spoon from Richard A. Bloom, vice- 
president of Oneida Lid. Silversmiths. 
Ceremony, held January 18, marked 250th 
anniversary of Franklin's birth. Made of 
heavy silverplate, the spoon is the only 
model licensed by the Benjamin Franklin 
250th anniversary committee as the official 
commemorative souvenir. 


Valentine Fashion Show 
Staged by Henri Bendel 
And Van Cleef & Arpels 


Henri Bendel, New York couturier, and 
Van Cleef & Arpels, internationally famous 
jewelry concern, staged the “Fashion Show 
of the Month” on Valentine's Day, Febru 
ary 14, in the ballroom of the Ambassador 
Hotel, New York. 

Bendel’s showed spring fashions by Tal 
mack, designed by John Moore, and Van 
Cleef and Arpels displayed “Eternal Heart 
Shaped Diamonds.” 

The showing marked the forma! intro 
duction of the revival of the cutting of 
diamonds in a heart shape. The showing 
opened with a present-day Cupid carrying 
a “diamond studded” bow and arrow, set- 
ting the keynote for the display of day 
time dresses. 

Among the pieces of jewelry shown was 
a brooch consisting of lovebirds studded 
with diamonds, perched on a diamond 
feathered nest; and engagement ring, con 
sisting of a single heart-shaped diamond 
set in platinum; a bracelet of diamonds; 
and a necklace of heart-shaped diamonds 
combined with round and baguette stones. 

In the finale of the show, escorts placed 
heart-shaped rings on the finger of each 
of the models. 

The diamonds had been cut by haum- 
gold Bros., New York importers and cut 


ters, by a technique exclusive to that firm 


Budget Planners Count 
On Jewelry Sales Gain 


Sales of jewelry, at least of the items 
subject to the 10 per cent federal excise 
tax, apparently are going to register gains 
in the 12 months beginning next July | 
Even the ultra-conservative budget plan 
ners are counting on this 

President Eisenhower's budget for the 
fecal year beginning July estimates that 
jewelry excises tax collections will increase 
to $156 million, up $4 million over the 12 
months ending on June 30. 

For budget purposes, the government 
expects sales of taxable jewelry to increase 
from $1.52 billion in the current fiscal 
vear to $1.56 billion in the next fiscal year 

Total retail excise taxes, including the 
levy on furs, toilet preparations and lug 
gage, will rise from $316 million to $323 
million, indicating a jump in sales 10 
times as high or 70 million. 
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Brand Names Foundation 
Announces Contest Finalists 


The Brand Names Foundation has an- 
nounced the names of the jewelry stores 
which have been selected as finalists in the 
eighth nationwide “Retailer of the Year” 
competition. 

A total of 21 jewelry stores in 14 states 
have been selected. Two of this year’s 
finalists have previously won runner-up 
certificates of distinction. They are: Asso- 
ciated Barr Stores, Inc., Philadelphia, Pa., 
in 1953 and 1954; and S. A. Meyer Co., 
Washington, Pa., in 1954 


Announcements of the selection of the 
finalists was made by Henry E. Abt, presi- 
dent of the Brand Names Foundation. He 
said that 1955 had been a record year in 
terms of family income and business 

Abt also stated that “the public had 
money to spend but it sought quality and 
value. With such a made-to-order set-up 
for selling ‘brands that have made a name 
for themselves,’ the foundation expects 
from the finalists an outstanding assembly 
of presentations. The advance entries sub 
mitted by these finalists and forming the 
basis of their selection indicate we will 
not be disappointed,” he said, 

One of this year’s finalists in the jewelry 
store category reaching for top honors was 
also selected as a finalist last year—J. J. 
Shear, Jewelers, Hollywood, Fla. 

Other finalists this year are: Maynard- 
Page, Miami, Fla.;: Carew Jewelry. 
Streator, lil.; C. A. Sehnack Jewelry Co., 
Alexandria, La.; George Vassel, Jewelers, 
Marlboro, Mass.; A. E. Mackie, Jeweler, 
Sault Ste. Marie, Mich.;: Ronald Jewelers, 
St. Paul, Minn.; Worley’s, Alamogordo, 
N. M.; Berman Jewelers, Wilmington, 
N. C.; Block Bros. Jewelers, Akron, Ohio. 

Also, Elliott Jewelers, Steubenville, 
Ohio; Bixler’s, Easton, Pa.; Kruger 








Fashion Editors Attend JIC’s Annual Opera Party 
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JEWELRY WORTH $500,000: Fashion editors from all over the country attended the annual 
Metropolitan Opera party, sponsored by the Jewelry Industry Council. Seen in the picture, 
token at a reception, held in the Opera Club at the Metropolitan Opera House, New York, 
after the performance of “Tales of Hoffmann,” on January 12, are (!-r) Beryl Ann Brownell, 
Post-Tribune, Gary, Indiona; Mildred Alexander, WTAR, Norfolk, Va.; Martha Percille, 
fashion director of the JIC; and Mary B. Hopkins, Capita! Times, Madison, Wis. Miss 
Percilla's jewelry, lent by Van Cleef & Arpels, New York, is valued at $500,000 


Jewelry Co., Midland, Texas; Saunders & classification—a plaque for the Brand 
Son, Alexandria, Va.; ¢ ooper s, Ports Name Retailer-of-the-Year and Certificates 
mouth, Va.: Alfred Land Jewelers, Blue- of Distinction to the four runner-up win 
field, West Va.; Elliott Jewelers, Charles- ners. The judging committee, under the 
ton, West Va.; and Rummele Jewelers. chairmanship of H. i Pris c. Ir. presi 
(,reen Bay, Wisconsin dent. Price's, Norfolk, Va., is composed of 

Fach finalist has now been invited to the 24 executives whose stores won top 
submit a detailed and illustrated presenta honors in last year's competition, The 
tion of his 1955 advertising and other jewelry store category will be represented 
brand promotional activities to compete by Jerome Wilson, Wilson's Leading Jewel 
in the final selection of winners. ers, Svracuse, N 7, 

The presentations will be reviewed on The awards will be made on Brand 
March 7-9 in New York at which time the Names Day. Wednesday, April [8, at a 
judging committee will select the winners dinner in the grand ballroom of the Wal. 


h retail dorf-Astoria Hotel, New York 


Five winners will be named in ea 


New Watches to be Displayed at Swiss Industries Fair Harry Winston Acquires 





ike a 


The Swiss Industries Fair will be held at Basle, Switzerland, from April 14-24. An important 
part of the fair will be the Watch Pavillion, of which one exhibition lane is illustrated here. 
Included in the exhibits will be watches and clocks, public clocks, accessories and supplies 


Huge 426-Carat Diamond; 
One of World's Biggest 


4 426-carat diamond, the ninth biggest 
diamond of gem quality known in the 
world. was delivered to Harry Winston, 7 
Fast S7th St.. New York, on February | 
He had previously purchased the gem in 





London, following ite discovery in south 
Africa 

lee-blue in color. and as vet unnamed, 
the diamond is a major item in the pur- 
chase by Winston involving 50,000 dia 
monds costing $8,400,000. The huge gem, 
which ranks with the finest diamonds in 
the world, was deacribed by Sir Ernest 
Oppenheimer, chairman of De Beers Ltd., 
in London, as the finest in purity and 
quality ever found in South Africa 

Cutting of the diamond will be per 
formed by Winston's own craftemen alter a 
scientific etudy to determine the best pos 
sible plan and shape. The entire cutting 


for the watch industry, and jewelry. In all, there will be 2,300 exhibitors ot the fair. They operation is expected to take nearly 4 
will be divided into 17 groups in 2! halls covering an area of 1,331,500 squore feet yeal 
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Seven Hundred Attend 68th Annual Banquet of Boston Jewelers Club 


More than 700 jewelers, manufacturers, 
wholesalers and friends of the jewelry in- 
dustry attended the 68th annual banquet 
of the Boston Jewelers Club, held at the 
Statler Hotel in that city on February 4. 

Members, guests and guests of honor sat 
at almost 100 tables for the banquet and 
the seven night club acts which followed. 


THREE PRESIDENTS: Head table diners in- 

cluded (i+) Craig D. Munson, president 

of the 24 Kerat Club of the City of New 

York; Elisworth W. Read, president of the 

Boston Jewelers Club; and James H. Swart- 

child, president of the Chicago Jewelers 
Association. 


Entertainment was under the direction of 
James T, Kennedy and music was sup- 
plied by the Karl Rhode Orchestra 
Head table gucets included Rear Ad. 
miral John A. Snackenberg, commandant, 
Firet Naval District; Major General Bryan 
A. Milburn, commanding general, Fort 
Devens, Mase.; Major General Raymond 
(. Maude, commander, Air Force, Cam. 
bridge, Mase. Research Center: Col. 
Ralph M. King, commanding officer, Ma 
rine Barracks, Boston; Lieut. Col. Howard 
S. Gee, chief of staff, Air Force, Cam 
bridge Center: Lieut. Col. 
Francie X. 
rine Barracks, Boston: Lieut 


Research 
Beamer, executive ofhicer, Ma 
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Martin, personal aide to the admiral; 
Lieut. George D. Greer, personal aide to 
the general: and Dr. John Nicol Mark, 
minister emeritus, First Congregational 
Church, Arlington, Mass. 

Also seated at the head table were: 
Oscar Kind, Jr., president of the Ameri- 
can National Retail Jewelers Association; 
Lester S. Wall, president, the Jewelers 
Board of Trade; Craig D. Munson, presi- 
dent, the 24 Karat Club of the City of 
New York; Howard H. Sweet, president, 
Manufacturing Jewelers and Silversmiths 
of America; James H, Swartchild, presi- 
dent, Chicago Jewelers Association: James 
R. Kay, president, Massachusetts and 
Rhode Island Retail Jewelers Association ; 
Albert G. Berghahn, president, Providence 
Jewelers Club; Harold W. Barry, presi- 
dent, the Diamond Peacock Club; Ear! 
Savoy, president, the Boston Jewelers 
Bowling League; and Harry R. Bromley, 
publisher, National Jeweler. 


BANQUET SOUVENIR: A_ "Pearlmesh” 
lady's summer handbeg, made by Whiting 
& Davis, was the souvenir presented to 
everyone attending the banquet. It is dis- 
played here by fr) Eliseworth W. Read, 
Boston Jewelers Club president; Mrs. Betty 
Rushton, of the club's gift committee; and 
Herold W. Barry, wnat swe of the Diamond 
Peacock Club. 


Muncie Corporation Purchases 
International Silver Plant 


A newly organized corporation has pur- 
chased land, plant and a _ substantial 
amount of equipment of the former On- 
tario Manufacturing Co., Muncie, Ind., 
from the National Silver Co. 

Announcement of the purchase was made 
by William W. Rich, president of the firm 
before it was sold to International Silver, 
and also president, treasurer and a mem- 
ber of the board of directors of the new 
corporation. 

Rich said that the new firm would do 
business under the name of Ontario Manu- 
facturing Co., Inc., and would be primarily 
engaged in the manufacture of precision 
forgings. 

International silver will transfer its man- 
ufacture to an eastern location. 

Officers of the firm, in addition to Rich 
Nolan, vice-president and 
assistant secretary: Robert J. Williams, 
vice-president and assistant treasurer; and 


are James A. 


Van P. Smith, secretary. 

Rich was formerly president of R. Wal 
lace and Sons Manufacturing Co. and R 
Wallace and Sons, Ltd., of Canada, and, 
prior to that, had a post with Oneida, Ltd. 

Nolan has been associated with Oneida. 
Ltd., the Diamond Silver Co.. New York, 
and R. Wallace and Sone Manufacturing 
Co., where he served as director of stand. 


ards. He was later superintendent of the 
Wallace Bros. division. and factory super 
intendent of the former Ontario Manufac- 


turing Co. 

Williams was associated with Oneida, 
Ltd., as a cost accountant and later joined 
R. Wallace and Sons Manufacturing Co 
as chief cost accountant He came to 
Muncie in 1954 as comptroller of the 
former Ontario Manufacturing Co 
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Toastmaster Celebrates 
Anniversary of ‘Pop-Up’ 


Toastmaster Products Division of the 
MeGraw Electric Co. is inaugurating a 
program of product diversification this 
year in celebration of the 30th anniversary 
of the firm's development of the first auto- 
matic pop-up toaster. 

The new program was initiated at a 
press showing held at the Savoy Plaza 
Hotel, New York, on February 7. 

Today the largest manufacturer of toast- 
ers in the world, Toastmaster introduced 
the first automatic household pop-up toast- 
er in 1926. Until 1938 it was the only 


firm making the pop-up toaster, now re 
garded a necessity for every household 


Known essentially as a toaster manufac 
turer throughout its 30-year history, the 
hrm announced that it will branch out to 
a number of new automatic electrical prod- 
ucts during 1956. Already it has introduced 
hve new automatic household appliances. 
At the end of 1955, the firm brought out 
an automatic waffle baker and an auto 
matic iron. Just introduced are three more 
products; an automatic fry pan, a grill 
and waffle baker combination, and a brand 
new idea in home appliances, a “Hot Food. 
tainer.” Others are in various stages of 
development, according to W. E. O'Brien, 
vice president. 





The new automatic waffle baker incor 
porates an instant acting temperature con 
trol, exclusive with Toastmaster, that main 
tains accurate baking temperature at all 
times. 

The new automatic iron has an equally 
sensitive heat control located in a well 
in the sole plate only ‘“« inch from the 
ironing surface, It quickly responds to 
changes in sole plate temperatur: 

The “Hot Foodtainer” is a new home 
appliance which keeps meals hot and 
tasty for hours without loss of flaver or 
appearance, All types of hot foods can be 
prepared in advance and held under proper 
moisture and temperature conditions until 
ready for serving 


Manufacturing Jewelers and Silversmiths Association Holds Annual Banquet 


Growth of the New England Manufac 
turing Jewelers’ & Silversmiths’ Associa- 
tion into a nationwide organization known 
as the Manufacturing Jewelers & Silver 
smiths of America was officially marked 
on February 18, at the association's annual 
banquet in the Hotel Statler, Boston. 
About 700 members and guests were pres 
ent. 

Featuring the gala event 
function on the low- and medium-priced 


the lop sn ial 


jewelry industry's calendar—-was the first 
showing of the association's new seal. 

It was displayed behind the head table 
and also on the hors d’oeuvre table during 
the pre-banquet reception. 

As a backdrop in the banquet hall, 
painted tableaux divided the association 
name above and below a huge painted cut 
out of the United States. In the center 
of the outlined map was the new seal. 

The same decorative symbol, signifiying 
the association's nationwide coverage of 
the low- and medium-priced jewelry in 
dustry, was used on the large oval hors 
d’oeuvre table in the reception toyer. As 
the centerpiece for the table was a three- 
foot transparent plexi-glass cutout of the 
Lnited States, mounted on a revolving turn 


Standing seals of the association 


table. 
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stood on two sides of the rotating center- 
piece 

Although speech-making is taboo at the 
annual banquet, President Howard H 
Sweet made mention of the change in 
status of the organization during his wel 
coming remarks. 

The affair was one of the most success 
ful in the association's long history. In 
cluded among the guests were members of 
the trade and daily press, radio and tele 
vision, 

Seated at the head table with President 
Sweet were Donald 5S. Bishop, banquet 
committee chairman; Harold W. Barry, 
president, Diamond Peacock Club; Albert 
(,. Berghahn, president, Providence Jewel 
ers Luncheon Club; Hon. Cyril K. Bren 
nan, mayor of Attleboro: Roger H. Hallo- 
well, president, Sterling Silversmiths Guild; 
Joseph Lavan, president, Manufacturing 
Jewelers Sales Asen.; Ellsworth W. Read, 
president, Boston Jewelers Club; Lester 
Wall, president, Jewelers Board of Trade; 
Frankovich, association execu 
Walter L. Shep 
Saints Episcopal 


(,eorge RK. 
tive secretary, and Rev 
pard, rector of All 
Church, who gave the invocation. 

After the dinner, a higily enjoyable 
entertainment was provided by the Helene 


Vernon Trio, a dance team: The Zumbyes 
of Amherst College, a male chorus; Will 
Mahoney, veteran vaudevillian, and the 
Charmonaires, a vocal trio. Joey Adame 
was a sparkling master of ceremonies 

The banquet favor was a woman's «port 
model Bulova wrist watch which was hailed 
generally as one of the finest favors ever 
given at this high point in the industry's 
social calendar. 

Cuests were attracted from many parts 
of the country. The majority, however 
hailed from Rhode Island, the Jewelry 
Center of the World, and the nearby Ath 
boros. For their convenience the commit 
tee provided a special jewelers train which 
left Providence in the late afternoon and 
made a stop in Attleboro for the jewelers 
and their guests trom that area 

A fleet of taxicabs met the train in Bow 
ton and whisked them over the snow cov 
ered streets of Boston to Hotel Statler 

The train made the return trip to Attle 
boro and Providence early Sunday morn 
ing. 

On the banquet committee in addition 
lw Mr. Bishop were Sterling Atwater, David 
lordan, John Konjoian, Philip F. Leach, 
Kenneth FE. Randall, Robert J. Reilly and 
William Eb. Smith 








Associate Jewelers Elect Julian Baden President 


The annual dinner meeting of the Asso- 
ciate Jewelers, Inc., was held on January 
19 at the Sherry-Netheriand Hotel, New 
York, with 72 members present. 

Julian Baden, of Baden and Foss, Ine.. 
elected president replacing Philip 
Skalet, of Skalet Manufacturing Co., Inc. 

Other ofhcers were Ben Ross, 
Koss W atch (_ase Corp., first vice-presi- 
dent; J. Harold Kushner, Kushner & Pines, 
Inc,, second vice-president; Moe D. Fish 
man, 5. & D, Jewelry Manufacturing Co., 
Inc., secretary; Louise Flyer, Flyer Bros., 
treasurer, and Tobias N. Berger. executive 
director 


was 


elected 


Elected as directors were Bernard Chal 
son, Jules Gerson, Jacques Japka, Charles 
Koppel, Alvin Orgel, Herman Ostrin, 
Henry Peterson, David Sarkin, Philip 
Skalet, Alan Tenen and Elliott Wasley. 

Outgoing president Skalet gave his an 
nual report for the 1955, which in- 
cluded the negotiation of the labor con. 
tract which expires January 31, 1957. He 
reported on the adjustment of labor dis 
putes, the amendment of fire regulations 
for jewelry plants in New York, tax prob- 


year 


lems, the creation of, and participation in, 
an apprentice training program to ineure 
a future supply of trained labor for the 
manufacturing firme 
Ostrin, 

of the 

Skalet with a bronze plaque in apprecia 
tion of hie work on behalf of the associa. 
tion during the past In making 
the presentation, Ostrin commented on his 


Herman Ostrin Co., a past 


president association, presented 


de ade 


many years of service in all phases of the 
group's work and outlined Skalet’s work 
as president in the past three years. 
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In accepting the plaque, Skalet ex- 
pressed his appreciation and thanks to the 
members for their confidence in him and 
promised to continue to werk for the as- 
sociation in the future. Tobias N. Berger, 
executive secretary, also addressed the 
meeting on the subject of labor-manage- 
ment relations, He noted that all disputes 
had been settled amicably and that the 
industry enjoyed a peaceful labor relations 
situation, 


RECEIVES PLAQUE: Herman Ostrin (r), o 
past-president of Associate Jewelers, Inc., 
presents bronze plaque to Philip Skalet, out- 
going president, “for his many years 

distinguished service” to the association. 


President Baden said that he com- 
mended Berger for bringing all disputes 
to an amicable conclusion, and noted that 
not one man-hour had been lost during the 
past 2] due to bad labor-manage. 
relations. 
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ANNUAL DINNER MEETING: Members of the Associote Jewelers, Inc., hold their annual 

dinner meeting ot the Sherry-Netherland Hotel, New York. The group heord a report 

on the cectivities of the association, which represents management in labor disputes 
invelving jewelry manufacturers, during the past 12 months. 
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Labor Dept. to Enforce 
New Minimum Wage Law 


The U. 8S. Labor Department is almost 
doubling its wage-hour field office staffs to 
insure compliance with the new §1 an hour 
federal minimum which into effect 
March | 


The Department is opening 25 new field 


goes 


142 


oe 


anata ow ae 


offices and expanding the staffs of its 33 
existing field offices to police the new mini- 
mum wage. 

In addition, letters are going out to em- 
ployers covered by the act reminding them 
that stiff penalties await violators of the 
Fair Labor Standards Act, and requiring 
that posters reminding employes of their 
rights under the new act be posted. 


Advertising and Publicity 
Credited With Sales Rise 
For Gold Filled Group 


Increased volume of gold filled jewelry 
sales during the past Christmas season ha+ 
been linked to the aggressive advertising 
and publicity program of the Gold Filled 
Manufacturers Assn., headquartered at 220) 
Bates Building, Attleboro, Mass. 

The association has been the recipient 
of many letters from wholesalers, retailers 
and manufacturers praising the program 
These indicated that the increased business 
last Christmas was due to minimizing con 
sumer resistance by advertising and educa 
tion. 

Robert Smith, association president 
credited the companies 
contribution of funds which underwrite the 
entire campaign budget: Cook, Dunbar 
Smith Co.: E. N. Cook Plate Co.: Genera! 
Plate Co.; Horton Angell Co.; Improved 
Seamless Wire Co.; Leach & Garner Co.: 
LD). E. Makepeace division, Union Plate & 
Wire Co.: LL. Stern & Co., Ine.: Standard 
Metals Corp.; A. T. Wall Co., and H. A 
Wilson Co., Ine. 

“The program,” Smith continued, “which 


following with 


is now well into its second year, has con 
tributed 
jewelry 


greatly to many facets of the 
being 
that 
fashioned of 
Life 


and 


industry. Consumers are 


consistently reminded and shown 


beautiful things are 
filled, media 
magazine, Evening 
N.B.C.’s morning Garroway Show.’ 

“Additional 
the pleasant co-incidence which prompted 
RKO Pictures to produce Golden Glamour, 
a theatrical short subject telling the story 
of Gold Filled. A distribution re 
port shows that the film, in a little more 


many 
such as 
Post 


’ 


through 


gold 


Saturday 
emphasis is generated by 
recent 
than four months, has played in over 100 


of the Many 
of the letters received complimented the 


country's major markets.” 
increased volume, 


continuance of 


program by telling of 
greater profit and urging 
the project, Smith said. 

In concluding his remarks, he expressed 
the hope that even more of the imdustry 
would capitalize on the association pro- 
gram. “Both trade and consumer adver 
tising, where Gold Filied is used, should 
so identify the products,” he said, adding, 
“retailers and wholesalers should stock, 
identify and sell Gold Filled—and of 
course all are cordially invited to atilize 
the facilities discuss their 
individual problems with the assoetation 
ofice in Attleboro or with any ef the 
sponsoring manufacturers.” 


available or 


Flatware Patterns Acquired 
3y Manchester Silver Co 


The Manchester Silver Co., Providence, 
R. 1, has acquired the tools, dies and all 
rights to the flatware patterns formerly 
produced by Richard Dimes Co., South 
Boston, Mass. 

These are known as “Irish Antique,” 
“Irish Antique Engraved,” “Debutante” and 
“Bridesmaid.” They will soon be in active 
production, 
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World Shortage of Diamonds 
Reported from South Africa 


Reports that there is a scarcity of top- 
quality diamonds have been reaching this 
country from South Africa with increasing 
frequency during the past few months. 

According to a report in a recent issue 
of Diamond News, diamond industry jour- 
nal, published in Kimberley, South Africa, 
the reasons are two-fold: it is an undis- 
puted fact that certain types of diamonds 
are now being found in “negligible quanti- 
ties” and “too many people are chasing 
too few diamonds.” 

At the last general meeting of the 
De Beers Co., said Diamond News, Sir 
Ernest Oppenheimer frankly recognized the 
shortage and said that during the past 
few years intensive prospecting operations 
had increased the proved diamonds re- 
serves. In addition the Consolidated Dia- 
mond Co. of South West Africa has made 
additions to its treatment plants and 
would be able to increase its monthly 
output from 50,000 to 70,000 carats. Wil 
liamson Diamonds, Ltd., of Tanganyika, 
are also in the process of completing a 
modern, large scale treatment plant and 
a larger output is anticipated from that 
territory, 

Currently at Kimberley, two mines are 
in production with a third closed tempor. 
arily for repairs to shaft and equipment. 

Diamond News states that in 1942, the 
late Sydney H. Ball, eminent engineer 
and world authority on diamond statistics. 
hazarded a guess that “ 
of the world might possibly be exhausted 
in another 20 years.” 


diamond resources 


Diamond News goes on to say that there 
are still large reserves of diamondiferous 
ground in the mines and that new pro 
ducing areas may be discovered due to 
rising demand 


Travelling Jewelers Group 
Holds 66th Annual Meeting 


The Brotherhood of Travelling Jewelers, 
an organization of jewelry salesmen, held 
its 66th annual meeting at the New York 
Athletic Club on January 7 with 125 mem- 
bers attending. Cocktails and a luncheon 


preceded the business session. 

On the same day, members also held 
meetings in Chicago, Los Angeles, At- 
lanta and Clearwater, Fla. 

J. P. Tracey, of Harry C. Schick, Inc., 
presided at the Chicago meeting with 25 
members attending. Humber Wood, manu- 
facturers representative, was in charge of 
the Los Angeles meeting with 14 members 
present, and in Atlanta, Edward La Porte, 
Jones & Woodland Co., presided at a 
meeting with four other members in at- 
tendance. Jimmy Downs, of Max Peterson. 
chaired the Clearwater meeting. 

In New York, Jack Carlin was elected 
president, succeeding Jack Colgan, of 
Handy ard Harmon, Inc. Other officers 
elected were Herb Schulze, Screiber, 
Schulze & Co., Inc., vice-president; Robert 
C. Graillat, Enos Richardson & Co., sec- 
retary-treasurer; Joseph Davis, Charles 
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Jewelry Crafts Association Holds Annual Dinner Meeting 


The Jewelry Crafts Association, Inc.., 
veld its annual dinner and business meet. 
ing on January 18 at the Sherry-Nether- 
land Hotel, New York. Members of the 
manufacturers of 
gold, platinum and diamond jewelry in the 
New York area. 

Sydney C. Davidson, Davidson and Sons 


association consist of 


Jewelry Co., was elected president replac- 
ing Isadore Gratz, who acted as chairman 
for the meeting. 





PRESIDENT: 


Newly 
elected president of the Jewelry Crafts 
Association, Inc., Sydney C. Davidson, takes 
the place formerly occupied by Isadore 
Gratz. Election was held on January 16 at 
the Sherry-Netherland Hotel in New York. 


NEWLY ELECTED 


officers elected at the meeting 
Lutringer and 
Co., first vice-president; Arthur M. Bux- 
baum, B. F. Hirsch, Inc., second vice 
president; and Martin E 
Untermeyer, Robbins & Co., 
Elected as directors were Sidney Fiddel- 
man, J. Fiddelman & Son, Inc.; William 
Schneider, William Schneider; W. Waters 
Schwab, J. R. Wood and Sons, Inc.; 
Walter Karlan, Karlan & Bleicher, Inc.; 
and Jules Roskin, 1. Roskin Co., Ine. 
The board of directors, in addition to 
the above, consists of Harry Axel, Barnett 


Other 


were Emil V. Lutringer, 


U ntermeyer, 
treasurer. 


W. Sommer & Bro. Inc., chairman of the 
hoard: and John Gallo, of Harry Harms, 
board member 

Archie Chapin, lor 16 years secretary 
treasurer of the group, was presented with 
a silver plaque by William Frank, of 
William Scheer, Inc., on behalf of the 
membership. 

Jesse Crawford, Bob Clark, Charles F. 
Winson and Don Cole were named as 
members of the nominating commitice 
Eleven new members were inducted. 


Southern California Group 
Visits GIA Laboratory 


Departing from their usual custom of 
holding their monthly meetings at the Los 
Angeles Athletic Club, the Southern Cali- 
fornia Guild of the American Gem Society 
devoted their January meeting to a practl 
cal demonstration of the latest methods of 
grading colored stones. 


Esh, Saul Plocky, Simon Abraham, Isadore 
Gratz, Kenneth Kaufman and Jacob H. 
Schaefler 

Schaefler presented retiring president 
Gratz with a plaque which noted “his un- 
selfish contribution to the association.” It 
further called attention to Gratz as an 
“exponent of just relations between em- 
ployer and employee.” 





COMMEMORATES SERVICE: Bronze 
plaque, marking retirement of isedore 
Gratz, as president of the association, 
states the appreciation of the membership 
for his unselfish contributions to the associa- 
tion and praises him as an exponent of 
“just relations between employer and em- 
ployee.” 


Henry Davidson, who founded the busi 
ness of Davidson and Sons 62 years age, 
made an address on the subject of his 
son's installation as president. 

Henry L. Sperling listed the services 
rendered by the association during 1955 

Davidson appointed the following mem 
bers of committees: negotiating committee, 
Isadore Gratz, chairman, Arthur H, Bux 
baum, Walter Karlan, Kenneth Kaufman, 
Emil V. Lutringer, Jacob H. Schaeffer, 
Stanley H. Sternberg and A. Blumstein, 
Benjamin Ende and Martin E. Unter 
meyer, alternates. 

Members of the nominating committee 
appointed by Davidson are Henry Fried 
man, A. Blumetein, Bert Perkel, Bill Stern 
and Stanley H. Sternberg. 


After dinner at a restaurant in Weet 
wood Village. a car caravan, headed by 
guild president F. J. Soulanille, proceeded 
to the headquarters of the Gemalogical In 
stitute of America, where members of the 
guild were the guests of the GIA for a 
laboratory session utilizing the imetitete’s 
modern facilities. 

Guild members made use of the latest 
in scientific instruments and apparatus 
Lester Benson. laboratory director, acted as 
instructor. He reviewed techniques of 
identifying colored stones. About 70 guild 


members attended the session. 


Toronto Jeweler Elected 


Ross Wallace, gemologist, with Peoples 
Credit Jewelers, Ltd.. Toronto, Canada, 
was elected president of the Toronte end 
District Jewelers Association at the group's 
annual bancuet and ball 
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Manufacturing Jewelers & Silversmiths Shipping Service 
Shows Rapid Growth After First Two Months of Operation 


In the first few weeks of its existence, 
the Jewelry Shipping Service, inaugurated 
January 9 by the Manufacturing Jewelers 
& Silveremithe of America, experienced 
growth in four directions. 


The number of participating firms grew 
from 25 to more than 100, tonnages han- 
died at the main terminal in Providence 
expanded each week, ite services were ex- 
tended and it received general acceptance 
by both the jewelry shippers and their 
customers. 

Hailed as a service for which the indus- 
try has long been waiting, the service be- 
gan with a main terminal in Providence 
and sub-terminals in Providence, Attleboro 
and North Attleboro, strategically located 
for the convenience of the manufacturing 
firms participating. 

Nightly trailer trucks leave the main ter 
minal for Boston, New York, Philadelphia, 
Chicago, San Francisco and Los Angeles. 

Overnight delivery is assured to Boston, 
New York and Philadelphia. Transit time 
to Chicago is three days and to the West 
Coast five to seven days 

Rates are lower than services previously 
used and in addition each package carries 
free insurance of $100 

Customers of the jewelry industry have 
been pleased at the prompt delivery time. 
and of the opportunity they have of check 
ing the whereabouts of a shipment if they 
so desire. Lower shipping charges have 
also been a factor in building up general 
acceptance of the service. 

George RK. Frankovich, executive secre. 
tary of the sponsoring association, said the 
service already has proven its importance 
to the industry. He reports that new firms 
are being added daily and expressed the 
belief that in the near future the number 
of participating firms will have been in 
creased to about 300. 

Mr. Frankovich noted that in the first 
five weeks of the service daily shipments 
increased from an average of 10,000 pounds 
to nearly 40,000 pounds per day. He 
pointed out that the phenomenal increase 
had taken place at a time when jewelry 
shipments are at a low point-—between 
the end of the busy pre-Christmas rush and 
the volume period of the spring season. 

The success of the new service. Mr. 
Frankovich said, proves that JSS, in cen- 
tralizing freight movements on a large 
scale, can provide the industry with lower 
rates, faster delivery and a specialized ser. 
vice tailored to the industry's needs the 
aime upon which it was founded. 

“The tens of thousands of pounds now 
being shipped overland from our Charles 
“Street terminal every night are now making 
possible these benefits we had hoped would 
be attained,” he said 

Expansion of the service aleo marked the 
early days of the service. 

Two weeks after the opening of the set 
vice a terminal in New York was added 
for the convenience of the industry in the 
New York-New Jersey area 

Another extension was the enlarging of 
the territory surrounding the six destina 
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tion points to which packages not included 
in the truck delivery service could be mail- 
ed to their ultimate destinations. 

When the service was begun, packages 
to addresses within 50 miles of each des- 
tination point were to be delivered on the 
day of their arrival at the terminal by 
Shulman, Inc. This feature of the service 
is beng maintained intact. 

Also at the beginning, packages ad. 
dressed to customers more than 5O miles 
from the destination points but within 150 
miles of them, were mailed from those 
points the day the trailer trucks arrive. 
This, generally speaking, comprised Zone 
Two mailings. 

This service has now been extended to 
take in Zones Three, Four and Five, or an 
area about 300 miles around each destina- 
tion point. In this way the service now 
covers 39 of the 48 states and parts of 
four others with either direct truck delivery 
or mail forwarding. In the latter cases 
packages get considerably better mailing 
time from the Providence area. In general 
they are received the day after they ar 
rive at the outlying terminals by truck. 


De Beers Consolidated Mines 
Report Record Sales in '55 


Record sales of diamonds in 1955 has 
been reported by DeBeers Consolidated 
Mines, on behalf of South African and 
other producers. Sales last year totalled 
$154,520,484 as compared with $129,278,. 
500 the previous year. 

Both gem and industrial diamond sales 
were higher than ever before in the history 


Fisher Elected President 
Of Cincinnati Association 


Cherrington L. Fisher, vice-president of 
the Harry Greenwold, Wallenstein Mayer 
(o.. wholesalers at 3] East Fourth St., was 
elected president of the Cincinnati Whole- 
sale & Manufacturing Jewelers Associa- 
tion at a meeting of directors on january 


CHERRINGTON L. FISHER 


295 at the Cincinnati Club. He succeeds 
Max Litwin, secretary-treasurer of Litwin 
& Sons. Inc.. manufacturers at 114 West 
Sixth St. 

Other new ofhcers are: Vice-president, 
Eugene Swigart, president of the E. & J 
Swigart Co., jewelers’ supplies, 34 West 
Sixth St.; secretary, Charles K. Stern, 
vice-president, Harry Greenwold, Wallen- 
stein Mayer Co., and treasurer, Joseph 
Haas, president of A. Sauer & Co., manu- 
facturers, 329 East Eighth St. 


of the industry. Gem sales amounted to 
$104,528,000 as compared to $95,264,000 
in 1952, previously the best year, while 
sales to industry totalled $49,992,000 as 
compared with $49,504,000 in 1952, also 
a record year in that category 


Jacques Kreisler Holds Annual Sales Meeting in New York 


Executives and members of the sales force of Jacques Kreisler Manufacturing Corp.. North 
Bergen, N. J., met at the Essex House, New York, on January 10-12 for the companys 
annual sales meeting. Seen in front row (I-r starting fifth from left) ore William Klein, 
vice-president and controller; Margoret Mathews, stylist; Tobias Stern, president; and 


Julius Keilus, 


The Jacques Kreisler Manufacturing 
Corp. North Bergen, N. J., held ite annual 
sales meeting at the Essex House, New 
York, in January. 

Tobias Stern, president, presided at the 
meetings. Julius Keilus, sales manager, 


soles manager. 


introduced the spring lines and new pack 
aging of Kreisler’s men’s 
jewelry, leather straps and Colibri lighters 

The meeting wound up with a cocktail 
party, dinner and buffet breakfast at 2 


wat hbands, 


a.m. 
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Flex-Let Holds Three-Day Sales Conference in New York 


BRIEFING FOR ‘56: U. S. and Canadian soles force of Flex-Let attend three-day briefing in 
New York on new line and sales tactics to be used by the company during the coming year. 


The Fiex-Let Corp. held a three-day 
sales at the Park Sheraton Hotel, New 
York, recently at which the new 1956 line 
was unveiled and merchandising plans dis- 
cussed for the coming year. 

On each of the three days, the morning 
meeting was devoted to discussions on the 
new merchandise, and afternoon sessions 


for the presentation of new merchandising 


Noted Pearl Importer 
Retires at Age of 89 


James Duncan Leys, president of Leys 
Christie & Co., Inc., 65 Nassau St., New 
York, 


pearis and pearl jewelry, has announced 


manufacturer and wholesaler of 
his retirement at the age of 89. 

Born in Scotland, he attended schools 
and served his apprenticeship as a watch- 
maker with his father there. He came to 
the United States in 1886 and his first 
jobs in this country were in Eldorado, 


Kansas, and Keokuk, lowa. 





JAMES DUNCAN LEYS 


Butte, Montana, 
where he went into the jewelry business 


Later he moved to 
under his own mame. He became a U. S. 
citizen in 1889 in Silverbow, Moentana. 

He came to New York (ity in 1895 and 
has been in the jewelry industry in that 
city for many years at the present address, 
65 Nassau St. He is well known in the 
industry as an importer of the finest qual. 
ity cultured pearls. 

He was also connected with Jean 
Paisseau, of Paris, in a project in which 
he helped develop and merchandise nacre 
from fish scales for coating artificial pearls. 

Ernest Reuter and John Wilson, em- 
ployees of the firm, are taking over the 
business after Leys’ retirement. 
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aids and sales promotion activities. Em 
phasis on the material shown included 
ways to help the jeweler create sales. 

Attending a Flex-Let sales meeting for 
the first time were executives and key pet 
sonnel of Guilderaft, Ltd., newly appointed 
exclusive sales representatives for the Flex 
Let and Beau Brummel! men’s jewelry lines 
in Canada 


}dVS Sutld Atomic Clock 


Professor Isao Takahashi of Kyoto Uni 
versity, Japan, has completed the assembly 
of an atomic clock said to have an error 
of only one second every 30 years. The 
clock will be used to measure the rotating 
speed of the earth. 


WMDA Directors Support Plan 
For ‘Watch Inspection Time’ 


The board of directors of the Wate h Ma- 
terial Distributors Association of America, 
at their annual meeting in New York City 
in January. approved continued support 
of “Watch Inspection Time” in 1956 and 
1957. Approval was given in answer to a 
spe ial message sent to the directors by 
Paul A. Techudin, director of The Watch. 
makers of Switzerland Information Center, 
Inc., in New York City. 


Announcing the dates for the forthecom- 
ing promotions, Tsehudin thanked the 
WMDA for their past help and activities in 
making “Watch Inapection Time” a profit- 
able promotion for watchmakers and jewel- 
ers throughout the United States. The 
appreciation of The Watchmakers§ of 
Switzerland was also expressed to the di- 
rectors for their forward steps in estab- 
lishing programs of importance and proht 
for the watchmaker at his bench, 

“Watch Inspection Time” in 1956 takes 
place September 8-17. Promotional aids 
will be available. 


In addition to support given the in 
spection campaigns by the WMDA, under 
the leadership of Edward Endman, presi 
dent, and Stanley House, executive direc: 
tor, other national organizations backing 
the events, as in past years, are the Horo- 
logical Institute of America and the United 
Horological Associations of America, 


Smuggling of Diamonds and Watch Movements On Increase 
Despite Crack-Down of Treasury and Customs Bureau Men 


“Smuggling of watch movements and 
diamonds is increasing—despite intensihed 
enforcement by the U. S. Treasury De 
partment 

Testimony by Treasury Department and 
Customs Bureau officials before Congress 
reveals that smuggling of watch movements 
has increased, since President Lisenhower 
raised the duty on them in July, 1954, by 
4) per cent, 

“Our agents are fully alert to the prob 
lem but are finding it a difficult one with 
(Chester A. Emmerick, 


Deputy Customs Commissioner for investi 


which to cope,” 


gations, says. In part, he testifies 

“It is hard to find and develop informers 
or to secure information trom other 
sources, and little effective cooperation has 
been received from the importers of Swiss 
watch movements or from enforcement of 
heers in Switzerland, the country of origin 

“A conterence was recently had with a 
representative of the Swiss watch industry 
upon his visit to Washington, D. C., and 
it is hoped that assistance will be obtained 
from the industry in obtaining information 
on watch smuggling.” 

The largest seizure of watch movements 
in 1955, Emmerick says, occurred at New 
York and covered 8,470 movements valued 
at $862.568. 

“The emuggling of cut diamonds, which 
permits the evasion of income and luxury 
taxes as well as customs duties, continuce 
to be very attractive for the commercial 





smuggler,” the customs official continues. 

Emmerick lists among the cases last 
year, seizure of diamonds and jewelry ap 
praised at $48,135 in one haul; seizure of 
807.81 carats valued at $84,395 in another 
and seizure of cut diamonds weighing 2,150 
carats valued at $243,410 in a third case 

During questioning, Rep. Alired D 
Sieminski, D., N. J., suggests the govern 
ment consider destroying watch movements 
which are at present confiscated from 
smugglers and later sold on the market 
with the government taking the revenue 

“You could develop a racket by sciling 
them (the confiscated watch movements) 
in that way ... Why should we not de 
stroy them #o that there will be nothing in 
it for anyone’” he asks 

Customs Bureau officiale say that con 
fiscated diamonds are turned over to the 
General Services Administration and ap 
parently go into the national defense 
stockpile, but jewelry and watch move 
ments usually are sold by a U. 5S. marshal 
to the highest bidder 

“On the one hand we say no emuggling 
ie to be allowed, vet we take the goods 
that are smuggled and place them on the 
official market,” Rep. Sieminski says, The 
money the government gets from selling 
confiscated goods is “tainted money,” he 
contends. “| am interested in preventing 
that situation from turning over a dollar 
that is tainted, even though it comes to 


the United States 


‘? 
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Two Graduates Honored By Bradley University 


Two graduates of the School of Horology 
of Bradley University, Peoria, Ill, were 
recently honored by their alma mater for 
business and civic achievement. 

They were Benjamin Griemore, class of 
1929, who owns a estore of the same name 
im Corydon, lowa, and in addition op.- 
erates two other stores, and Paul E 
Morrison, class of 1922, who owns a store 
bearing his name at 356 South Burdick 
St., Kalamazoo, Mich 

The ceremony took place on January 265 
on the campus. George E. Wild, dean of 
the School of Horology, introduced the 
two jewelers to Dr. Harold P. Rodes. 
Bradley president, who made the awards. 


ww 


Grismore was instrumental in organizing 
the Watchmakers Guild of lowa. He was 
cited for this and for his work in local and 
state affairs. A member of the lowa Board 
of Examiners in Watchmaking, he is a 
past-president, Corydon Rotary Interna- 
tonal and is an active participant in the 
Chamber of Commerce and other local 
organizations 

Morrison is a past-president of the 
Michigan Retail Jewelers Association and 
a past-vice-president of the ANRJA. He 
has served as vice-president of the Horo- 
logical Inetitute of America and as chair- 
man of the board of Michigan State Horo. 
logical Society. 


RECEIVE AWARDS: Two graduotes of the Bradley University School of Horology receive 


awards from the university for business and civic achievement. They are Benjamin Grismore 

(second from left) and Paul E, Morrison (third from left). Also shown ti) after the 

ceremony are George E. Wild, dean of the school, and Dr. Harold P. Rodes, Bradley 
president. 


Senate Banking Committee 
Holds Hearings on Silver 


Repeal of laws more than a half-century 
old requiring the government to purchase 
silver at a specified price is under study 


in “ongrese 

A bill was introduced by Sen. Green, 
D. RR |, and several others, to repeal the 
silver purchase law last year, but action 
was delayed, The Senate Banking Com. 
mittee and its subcommittee on federal 
reserve, have held one day of public hear. 
ings this year at which congressmen alone 
were asked to testify. 

Generally, lawmakers from industrial 
areas favor the measure, and those from 
mining states, mostly in the West, op- 
pose it, 

The subcommittee is now holding closed 
door meetings on the measure, and will 
make its report soon 

Effect of the measure would be to re- 
peal legislation requiring the government 
to buy newly-mined domestic silver at a set 
price of 90.5 an oz., but it would not touch 
other laws which permit the Treasury to 
buy silver. Passage of the bill would re- 
move the forced market for silver, pro- 
ponents of the bill say. 
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Columbia Diamond Ring 


Members of the sales force of the Co- 
lumbia division of Axel Brothers, Inc., 
makers of “Tru-Fit"” diamond rings, re- 
cently held simultaneous sales meetings in 
New York and Los Angeles. 

Seymour P. Sadev, sales manager, said 
that 1955 had been an important year for 
the Columbia and predicted that even big- 
ger sales could be expected for 1956. 

The company will make available to 
jewelers three major window displays, 
three new diamond merchandisers, a new 


Waterman Pen to Continue 
To Uphold Fair Trade Policy 


The Waterman Pen Co. has announced 
that it will continue its fair trade policy 
and will stop selling its line to anyone 
who advertises Waterman products at be- 
low fair trade prices. 

The announcement was made by George 
C. Holt, sales vice-president who said that 
the policy would continue “to protect the 
profit margin of independent jewelry and 
stationary retailers.” 

He added that jewelers and stationers 
would need help to preserve and expand 
their share of the pen market and he said 
that “Waterman regrets that it will not 
have the support of every segment of the 
pen market fountain pen industry in its 
fair trade program.” 

Holt said that while certain manutfac- 
turers find it necessary to sell their obso- 
lete or overstocked merchandise through 
discount houses. Waterman wil! continue 
to supply its new “C/F” fountain pens 
and “Sapphire” ball point pens to inde- 
pendent retailers at fair trade prices 


M. J. Silbert & Co. Announces 
Winners of Tag Slogan Contest 


M. J. Silbert & Co. has announced the 
winners of its nationwide contest in con- 
nection with its watch repair tags. More 
than 2,000 jewelers and watchmakers took 
part. 

The winners were D. W. Smith, $500, 
Watch Clinic, Montgomery, Ala.; Earl 
Ebert. $300. Ebert’s Jewelry, Keyser, W. 
Va.: and William J. Hofert, $200, Moelerth 
& Hofert, Kenmore, N. Y. 

The company maintains finishing plants 
in Elgin, IL, and Atlanta, Ga., and also 
provides watch repair services by mail. 


Holds Two Sales Meetings 


counter demonstration display, and a new 
sizing unit which will make it possible to 
demonstrate “Tru-Fit” to all customers 
and to determine their finger size. 
Consumer advertising will include cam- 
paigns in Modern Bride and The Bride's 
Magazine designed to bring the prospec- 
tive bride into Columbia dealers’ stores. 
Columbia recently transferred its facili- 
ties to larger quarters in a new factory 
building at 134-20 Jamaica Ave., Jamaica, 


i Be 


EASTERN SALES FORCE MEETS: Members of the eastern sales division (shown here) hold 


New York sales meeting simultaneously with Western sales group which met in Los Angeles. 
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Jewelers Board of Trade 
Holds Annual Meeting: 
Elects Two New Directors 


Gottlob Armbrust of Armbrust Chain 
Co., Inc., and George J. Kelley of Swank, 
Inc., Attleboro, were added to the board 
of directors of the Jewelers Board of Trade 
at the annual meeting of members held 
January 27 in the association offices, Turks 
Head Building, Providence. 

Two other new directors, Fred J. Hertel 
of Elgin National Watch Co., Inc., Elgin, 
lll., and Hyman J. Cohen of A. Cohen & 
Sons Corp., New York, were elected Jan 
uary 20. 

ight other directors, whose terms ex- 
pired this year, were reelected. They are 
Jared E. Allen, Oneida, Ltd. Oneida, 
N. Y.; Charles G. Brown, Stein & Elibogen 
Co., Inc., Chicago; William Klein, Jacques 
Kreisler Mfg. Corp., North Bergen, N. J.; 
Lester F. Merse, Gorham Co., Inc ; Provi 
dence; William B. Ogush, Diamond Watch 
Corp., New York; Edson W. 
proved Seamless Wire Co., Inc., Provi- 
dence; W. Waters Schwab, J. R. Wood & 
Sens, Inc., New York, and Raymond L. 
Wells, Wells Mfg. Co., Inc., Attleboro 

The research department reported a 
total of 289 financial embarrassments dur- 
ing the year as compared with 188 in 
1954. Total liabilities involved in 1955 
were $10,461,000 as compared with $5, 
877,000 in the previous year. 

Of the 289 firms, 177 were retail cash 
jewelers with liabilities of $4,446,000; 25 
retail installment $1,630,000 : 
one retail chain installment jeweler, $800,- 
000; eight repairers, $44,000; 33 whole 


Sawyer, Im- 


jewelers, 





JOHN R. KELLER 


At a meeting of the board of directors 
of Oneida Lid. Silveremiths, on January 
30, four new board members were elected. 

They are John R. Keller, assistant trea- 
surer and director of credits; Stewart M. 
Hill, director of engineering; George H. 
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salers of jewelry, $1,265,000; three special 
wholesalers, $74,000: and 42 manufacturers 
of jewelry, $2,202,000. 

The list showed increases in failures in 
all categories. The 42 embarrassments in 
the manufacturing group compared with 
26 in 1954, at which time liabilities totaled 
$1,195,000. In the jewelry 
store held, the 177 in 1955 compared 
with 119 in the previous year 

The research department made a com- 
prehensive analysis of the names, classifi- 


retail cash 


cations and ratings in its September 1955 
confidential reference book. The tabula 
tion covered 44,598 names, including 36, 
793 retailers, 4,006 wholesalers and 3.599 
manufacturers. 

Wail noted that he had appointed 15 
creditors’ committees during the year to 
assist in the affairs of debtors with tem- 
porary financial difficulties 

He also reported that Horace M Pack, 
treasurer, completed 50 years of service 
with the association during 1955 and was 
presented an engraved gift by the associa 
tion. 

An increase in the charges for certain 
parts of the association's service, effective 
January 1, was linked to a “heavy increase 
in operating costs due to improvements, 
rising prices and anticipation of the new 
minimum wage law.” 

Secretary Vincent F. Chapman reported 
the following statistical report of activities 
in the credit reporting department, In 
quiries received from members, 90,977; 
credit reports compiled, 61,468; statements 
requested, 48,680; statements received, 14, 
610; daily average inquiries received, 359; 
daily average reports compiled, 242. 

He also noted that the adjustment de 
partment handled 15 new cases in 1955 





STEWART M. HILL 


Oneida Ltd. Silversmiths Elects Four to Board of Directors 


Kramer, director of sales of the special 
sales division; and Harry T. Farmer, di- 
rector of production planning. They as 
sumed their new responsibilities on Feb- 
ruary l, 

The new board members replaced Jared 


GEORGE H. KRAMER 





Chicago Jewelers Present 


$7,000 to Community Fund 


The Chicago Jewelers Association, the 
Manufacturing Jewelry Association of Chi- 
eago and the Jewelers Association of 
Greater Chicago have presented a check 
for $7,000 to the Community Fund of that 
city, 





A check for $7,000 
is presented to the Community Fund of 
Chicago by members of the jewelry indus- 


PRESENT CHECK: 


try. Making the presentation {[!i-) are 
Cherles C. Brown, vice-president of Stein 
and Ellobogen Co., and Frank Milhening, 
of the J. Milhening Manufacturing Co. 
Robert E. Coburn, associate executive di 
rector, receives the check on behalf of the 


fund. 


The check represents the major portion 
of the money obtained from the liquidation 
of the Jewelry Training Service, a school 
organized during World War II to train 
veterans—especially disabled veterans — in 
jewelry and watchmaking As the need 
for the school diminished, it was decided 
to divert the money to charity 






HARRY T. FARMER 


E. Allen, secretary and assistant treasurer, 
Chester W. Burnham, manager of mechani 
cal engineering; Leon L. Hill, director of 
purchasing; and John N. Milnes, director 
of the hotel and restaurant division since 
1926, 
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Jewelers Vote to Repeat ‘Operation Cherub’ in '56; 
Most Successful Promotion Ever Staged by Industry 


More than 3,000 jewelers in big and 
little communities across the country took 
part in “Operation Cherub,” the nation- 
wide industry promotion that is credited 
with doing much to spark business in 
jewelry stores last Christmas. 

The the promotion 
prompted the sponsoring organization, the 
Jewelry Industry Council, to repeat it dur- 


success of has 


ing the pre-Christmas season this year. 

One of the contributing factors to the 
success of Operation Cherub, says Albert 
E. Haase, president of the council, was the 
fact that many jewelers banded together 
to produce cooperative advertising cam- 
paigne in their local newspapers. 

In some cases, the jeweler groups based 
their campaigns on material supplied by 
the JIC, while still other groups struck out 
their and used different copy 
themes, 

Among the cities and towns that based 
their campaigns on JIC material were 
Baltimore, Md.; Hammond, Ind.; Freeport, 
lil.; Aurora, N. Y.: Brockton, Mass.; and 
Lansing, Mich. 

Baltimore jewelers also took additional! 
newspaper space, signed by their presi 
dent, Lleyd Overbrook, to say that Balti- 
more jewelers were experts at their busi- 


of 


on own 


ness and had assembled selections 


> 


> 


jewelry and associated items “from all 


corners of the globe.” 

Similar campaigns 
Butler, Pa.. in Chicago, 
Jewelers Association of (Greater Chicago 


organized in 
where the 


were 
and 


ran a joint campaign sponsored by no less 
than 59 jewelers. 

Miami, 
other 


and 
em 


Rapids 


which 


Topeka, Grand 
Louisville 
ployed cooperative campaigns with success, 


according to a report received from JIC 


were cities 


headquarters. 

Among the many that 
operated to help make “Cherub” a success 
was the /ndianapolis Times. Under the di 
rection of Louis D. Young, advertising di 
rector, the paper carried advertising of 
Indianapolis jewelers in a special eight 


page section of its Sunday, November 27, 


newspapers co 


issue. 

The section carried a total of 65 news 
stories and illustrated features on jewelry 
items as gifts and a total of more than 850 
column-inches of jewelry store advertising. 

The Times promoted the section with 
front page announcements in its issues of 
November 24 and 25. Copy, in these an 
nouncements, referring to the cherub, 
read: “He’s the Harbinger of Happiness in 
Christmas Giving Watch for Him in 


the Indianapolis Times, Sunday.” 


> 


OVER 3,000 STORES DISPLAY CHERUB: Answers to a JIC questionnaire show that 97 per 
cent of the jewelers who tock part in “Operation Cherub” are in favor of taking part in 
a similar promotion this year. Shown here are seven stores out of the more than 3,000 
thet took part in the promotion. They ore (counter-clockwise from top) Wilson & Son of 
Scarsdale, N. Y.; Axel S. Andersen, Portiand, Ore.; 5S. Jecobs Co., Minneapolis, Minn.; 
S. Kind & Sons, Inc., Philadelphia, Pa.; Slavick Jewelry Co., Inc., Los Angeles Cal.; Meyers 
Jewelers, Inc., Vallejo, Cal.; Barr's Jewelers, Philadelphia, Pa.; and the Herkner Jewelry 
Co., Inc., Grand Repids, Mich. Pictures indicate the wide variety of display ideas used by 
the participating stores, some utilizing JIC materials, and others adapting the cherub 
symbols to their own needs and designs. 
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Industry Tax Committee 
Reports Need for Funds 


At a meeting of the execeutive committee 
of the Jewelry Industry Tax Committee 
in New York on January 11, W. Waters 
Schwab. finance chairman, reported the 
necessity of raising a limited fund for 1956 
He said that the money was required for 
the operation of the W ashington ofhce and 
normal committee activities. 

The JITC is dependent on voluntary con- 
members, Re 


tributions from industry 


tailers are being asked to contribute a 
minimum of $5 and manufacturers and 
wholesalers up to $50. 

James M. Rudder, JITC chairman, ex 
pressed confidence in the prompt responce 
of the industry. Contributions should be 
sent to W. Waters Schwab, J. R. Wood & 
Sons, 216 East 45th St.. New York 17, 
Me 8 


Diamond Dealers Club 
Elects New Officers 


Max Jellinek was elected president of 
the Diamond Dealers Club, Inc., 36 West 
47th St.. 
of the group on January 12 


New York, at the annual meeting 


(harles Tolkowsky. vice president; lea 
dore Friedman, secretary; and Oscar | 
Levine, treasurer, were reelected, 

klected or reelected to the board of 
directors were Sol Aster, “simon Beller, 
Julius Czermak, Joseph Goldhirsz, Leo 
Kayser, Stephen S. Korngold, Henry Lip 
schutz, Max Lipschutz, Chiel Morgenstein, 
Isadore Palea, Jules J. Polak, Isi Rubin, 
Charles E. Wolf, Aaron K. Wulkan and 


Julius Zweig, 


Associate Secretary Named 


Samuel J. McCormick, for many years 
vice-president and sales manager of the 
Wells Manufacturing Co., Attleboro, Mass., 
has joined the staff of the Manufacturing 
Jewelers & Silversmiths of America, Inc., 


as an associate secretary, it has been an- 
Richard Frankovich, ex 


nounced by G., 
ecutive secretary 
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Favre-Leuba President 
Back After Swiss Trip 


Norman Roth, president of Favre-Leuba 
Watch & Chronometer Co., Inc., has rr 
turned to his New York offices at 665 Fifth 
Ave.. New York, after a visit to his com 
pany's office and plant in Switzerland 

While in Switzerland, Roth conferred 
with Henry A. Favre, third generation head 
of the company, and other executives on 
pp He also visited 


the company's plant in Fleurier, where 


ans for the coming year 


plans for new models tor the American 
market were made 

Engineers at the Fleurier plant have ce 
veloped a completely new movement, Roth 


reports, that has the following advantages 


LINDE’ 





HONOR ROLL 


rol mistcmarctilelse 


TF-tellals meat: laltif-tesitiatals 


jewelers 


who tind all-STAR protits in 


jeweiry using Linde Stars 





a balance of large dimensions; a big-di 
ameter barrel for 50 hours reserve power; 


extra shock protection, ease of repair and 
thin prohle for elegance and refinement. 

Roth states that Favre-Leuba merchan 
dising will be supported by intensive ad 
vertising and point-of-sale campaigns dur 
ing the coming year 


138-Year-Old Store Moves 


The H. H, Thompson jewelry store, 
which has been located at 123 Main St.. 
Brattleboro, Vt., for the past 138 years, 
moved to a new lo« ation at 155 Main St 
last month. Mr. and Mrs. Nathaniel Mor 
rison, the owners, bought the store from 
Alfred 


Thompson in 1954 














Goldstein-Gersen's Lady's tinie*® Star 
Sapphire Ring @IiGegas. and Man's 
LLinde*® Star Sawohire His 
rietih are two fine examiion of tte 
Heniorn effect achieved in telinea 


L.inde* stare 










More and more of the nation's 
foreticnt lewelry manufacturers 
are ijolping the LINDE® 
STAH HONG het, 
They find that these eoth 
man made geme inapire the 
loveliest jewelry designe 
ami star im thet 
proemit picture fiw 
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Executive 


David N. Bosworth, sales manager of 
the Gibralter Trading Co., 46 West 46th 
St., New York, importers of cultured 
pearls, has been appointed executive vice- 
president of that firm. He will continue 
as head of the sales department in an 
advisory capacity. 

John KR. Wismer has been named sales 
manager of the Eterna Watch Co, of 
America and the International Watch Co., 
both of 677 Fifth Ave., New York, replac- 
ing Max Templehofl who has resigned. 


He has been a sales representative for 
Eterna on the West Coast since 1947. 
Don Prober has been appointed part- 
ner and treasurer of Harkin Affiliates, 
Inc., 331 Madison Ave., New York, ac- 
cording to Ira A. Harmon, president of 
the plastic molded box firm. 

Giwiiym A. Price has been appointed 
a vice-president of the Westinghouse Elec- 
tric Corp. and general manager of its 
electric appliance division. He succeeds 
John H, Ashbaugh. Prior to joining West- 


Appointments 


inghouse, Price was a vice-president of 
the Whirlpool-Seeger Corp. 

Alfred Miller has been appointed adver- 
tising director of Jacques Kreisler Manu- 


ALFRED MILLER 


facturing Corp., North Bergen, N. J... 
makers of watchbands, men’s jewelry and 
Colibri lighters. He formerly headed his 
own agency, specializing in jewelry ac- 
counts. 

Herbert Simpson, advertising manage 
of the Remington Rand shaver division of 
the Sperry Rand Corp., has been ap- 
pointed assistant general manager; A. C. 
Barioni, national sales manager, has been 
named general sales manager in charge of 
sales, advertising and sales promotion, and 
Robert P. Clarke, Jr., previously sales 
promotion manager, has been named to 
the post of advertising manager. 

Albert J. Friedman has been appointed 
secretary and treasurer of the Stern Manu- 
facturing Co., Mulberry St., Newark, N. 


ALBERT J. FRIEDMAN 


J.. makers of Sternset jewelry. Previously 
he was head of Friedman Manufacturing 
Co., in Chicago, a manufacturer of rings 
distributed through wholesalers. 
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David Adler has been appointed sales 
manager of Marcel Boucher et Cie and 
Marboux, Inc., 304 East 23rd St.. New 
York, costume jewelry manufacturers. 





DAVID ADLER 


Adler was formerly head of the New York 
ofhice and Eastern sales manager of the 
Wadsworth Case Co. 


Teviah Sachs Appointed 
Conmar Corp. President 


The appointment of Teviah Sachs as 
president of Conmar Products Corp.., 
Newark, N. J., a leading zipper manufae 
turer, has been announced 





TEVIAH SACHS 


Sachs was formerly president of the 
Waltham Watch Co. and prior to that was 
vice-president of the Gruen Watch Co 
and president of the Gruen Watch Co. of 
Canada, Ltd, 


Alvin Corp. Office Head 
Retires After 50 Years 


M. E. Savvis, manager ol the New York 
office of the Alvin Corp., silveremiths, has 
announced his retirement after more than 
50 years with the firm. 

Savvis started with the Maiden Lane 
store of Alvin shortly after the turn of the 
century, and today is considered one of 
the “deans of the silver industry” in New 


York. 
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Laurence Wilkin Named 
Webster Co. President 


Laurence W. Wilkin has been appointed 
president of the Webster Co. North 
Attleboro, Mass., sterling baby goods, 
novelties and dressware manufacturer, 
succeeding Sayward H. Farnum. He has 
been associated with the company, a Reed 
and Barton subsidiary, since 1953 when he 
was appointed sales manager. Since 1954, 
he has served as vice-president in charge 
of sales, and as sales manager of the hotel 
and contract division of Reed and Barton 
and will continue to hold the latter po 
sition 

He originally joined Reed and Barton 


as a sales representative in 1939 


LAURENCE W. WILKIN 


who says the gift Season is over? 


EASY TO OPERATE... 
EASY 10 PAY FOR... 


LIBERAL TIME 
PAYMENTS 


Send for booklet GM 
“How to Make Money 
with Engraving.” 
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Smiths English Clocks 
Announces Name Change 


Smiths English Clocks, Lid., London, 
England, has announced that the name of 
the company was changed on February | 
to Smithe Clocks and Watches, Lad, 

According to D. W. UWarrett, general 
manager, the reason for the change is that 
the company has developed as manufac- 
turers of high grade and popular priced 
watches during the past 10 years 

The company employe 17,000 workers in 
factories in various parte of the U. K., who 


Rochester, Minn., Store 
Moves to New Quarters 


Blickle’s Jewelers, Rochester, Minn., has 
moved from the Brackenridge Building to 
temporary quarters at First Ave., 5.W.. 
and First St., until space that the firm hae 
leased in the Rochester Post Bulletin build- 
ing becomes available. Remodeling i« 
scheduled to get under way in mid-March. 

According to Mr. and Mre. Ralph Stev 
ens, owners of the store, the new unit 


will be modern in every way. They are 


currently looking for the latest designs in 
store fixtures and equipment. 


produce not only clocks and watches, but 
The store will be completely remodeled 
inside and out. The front will be composed 


precision inetrumenis for automobiles, 


aviation and industry, 


THERE’S MORE THAN JUST 
JEWELRY GOES INTO 
ikea ac: 


Ly 


4 


JN 
2 


. 
— PLUS 


FACTORS 
Ahead-of-the-pack Styling 
Dependability for Sales” 
Nationally Advertised — 
FREE Promotional Sales Aids 
Guaranteed and Serviced 


"Created exclusively ‘ 
Hollywood Endorsements 


for the Retail Jeweler . 
.,. s0ld thru the Wholesaler 


Duane gives you the “right combination” — not just 
jewelry, A well rounded program that assures fast 
turnover ~ good profits — the result of clear think- 
ing and pre-planning — every step of the way. 
Duane’s special seasonal promotions — designed for 
EXTRA sales and profits for YOU — are the result 
of down-to-earth profit-producing know-how, backed 
up by an organization geared for fast dependable 
service 

That's how Duane can offer EXTRA VALUE at pop- 
ular prices ... and that's why Duane says “more than 
just jewelry goes into the Duane package.” 


Write for “Spring Symphony” brochure — 


learn bow YOU can get this beautiful 
MIRRORED DISPLAY FREEs 


DUANE JEWELS CO., INC. 
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of red granite and aluminum. The sales 
area will be on the ground floor, and the 
second floor will be used as a service de- 
partment, 

The Bickle store was established in 1866. 
It moved in 1909 from the old Cook Hotel 
on Broadway and Second St. The present 
move makes way for a drive-in branch of 
the Union National Bank 


New Officers Elected 
By Perel & Lowenstein 


Philip A. Perel was elected president 
of Perel & Lowenstein, Inc., 144 South 
Main St., Memphis, Tenn., at a recent 
meeting of the board of directors of the 
retail and wholesale jewelry firm. 


PHILIP A. PEREL 


At the same time, Russell J. Perel, his 
brother, was elected executive vice presi- 
dent and chairman of the board. The firm 
had had no president or board chairman 
since the death of W. P. 
year ago. The late Joseph Perel, father 


Lowenstein a 


of the brothers, formerly was president. 


RUSSELL J. PEREL 


The firm was founded in 1889. It moved 
to its present location in 1925 and has 
subsequently opened branch stores in Jack- 
son, Tenn.; Mayfield, Ky.; and Jonesboro, 
Ark. In addition three suburban Memphis 
stores have been opened: Poplar-Highland 
Plaza, Lamar-Airways and North Gate 
Shopping Center. 

Managers of each of the stores have 
been elected vice-presidents of their cor- 


porations. 
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> W. Waters Schwab, president of J. R 
Wood and Sons, Inc., has been appointed 
chairman of the jewelry industry division 
of the New York City Cancer Committee's 
1956 April Crusade. Target for the New 
York drive is $1,517,360. 

> Eliot Hirshberg, Finlay Departments 
Inc., has announced that Stan Kurzman 
will take over management of the depart. 
ment in Boutell’s, Minneapolis, Minn. He 
has been associated with the Finlay Depart. 
Filene’s, Boston, Mass., for the 
past two years. 

> (. 3 Jakobbh. jewelry designer and in 
structor, the 
February 7 meeting of the New York Guild 


ment of 


was guest speaker at the 


of the American Gem Society. The Phila 
delphia Guild and the New York resi 
dent class of the Gemological Institute 


were invited to the lecture. John Thomas 
is president of the New York Guild. 

> Murray Siegel, president of the 
Siegel Jewelry Co., 2 West 47th 
left on a business irip to South 


Murray 
St.. has 
America 
He will visit Brazil, Argentina, Venezuela, 


Chile, Equador, Columbia, Peru and Bo- 


livia where he will see his accounts and 
search for new ideas to be incorporated 
into his gold jewelry line. 

> Harry Gamler, president of Gamler’s 
Jewelers, Main and Genesee Sts., Buffalo. 
left February 19 on a ,000-mile air trip 


that will take him to Los Angeles, Hono- 
lulu, Fiji Islands, New Zealand, Australia, 
Malay, Ceylon, India, Siam, Indo China. 


A. Cohen & Sons 
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A. Cohen & Sons Corp., 27 West 23rd 
St., New York, wholesalers, recently held 
its annual sales meeting at the Sheraton 
Astor Hotel in that city. The four-day 
meeting, which was attended by the entire 


Bridal Service Appoints 
Advisors for Coming Year 


Jerry Connor, president of the National 
Bridal Inc., has announced the 
appointment of a new board of advisors 
for 1956. Members of the board pass on 
various activities of the service and screen 


Service. 
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Holds Four-Day 
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. YORK 


Hong Kong, Formosa, Korea, Japan, Alaska 
and Canada. He will return on June 2B 
While he is in Ceylon, he will mail 15,000 
colored hand written post cards to custom. 
ers and friends. 

> Arthur J. Block, president of » ie 
Tanke, Inc., Buffalo, N. Y., jewelers, has 


heen reelected to a three-year term as a 


director of the Buffalo Retail Merchants 
Association. 
> M. Fisher Co., manufacturers, at 62 


West 47th St., moved their main office and 
factory on February | to 2 West 47th St. 
> The Jewelers 24 Karat Club of Western 
New York was entertained recently by the 
Speidel Corp, at the Lafayette Hotel, Buf 
falo, N. Y. Bob Brennan, sales manager, 
Harry Rosenquist, advertising manager and 
field representative Jerry Bissinger, of Nor 
man Craig and Hummel, New York, were 
in charge of the arrangements 

> Carl Rosenberger, chairman of the board 
17 West 34th St... New York, 
National 


ot ¢ ore, Ine., 
has been named a trustee of the 
lewish Hospital at Denver, Colo 
> Sanford A. Ball, retired 
wetchmaker of Oriskany Falls, died Febru- 
He had operated his own store in 
IS years and later 
Baker & Cole Jewelers, Oris 


jeweler and 
ary 3. 
Potsdam for was asao 
ciated with 
kany Falls. 
> Marchal 
745 «Fifth 


its present quarters at 


lewelers have leased space at 
Ave. and will move there from 
719 Fifth Ave. in 


an expansion move. 


Sales Meeting 











sales force, including executives from the 
Atlanta and Los Angeles branches, con- 
cluded with a gala dinner. The firm re- 
ports that the number of employees in all 
ofhees has increased during the past year. 


new routines before they are submitted to 
the membership. 


Board members are Miss Elizabeth 
Hawkins, Bowen Jewelry Co., Lynchburg, 
Va.; Jack Sawyer, Sawyer Jewelers, La- 
conia, N. H.; Gilbert Kuhn, Kuhn Jewel- 
ers, Russell, Kansas; and Dozier Wynne, 
Wynne Jewelers, Griffin. Ga. 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 





Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 



























ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


108 FULTON ST., NEW YORK 38, N. Y. 











Manufacturer te Retatler 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18.20 W. Siet 6t., New VYork 1, N. Y. 
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For the | argesi Selections 
of Fine Dependable 


TIMERS 


Rely on RACINE 





Write bey aat Latest RACINE 


‘SF Teele Just Ot Pre 


Featuring rine limers enale. 


{ hronograph: et ' yt ry port: 


Industrial and Scentifi eiv 


GALLET TIMERS 
GUINAND TIMERS 


GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY)»: 
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New Diamond Industry Rules Adopted by FIC 
Designed to End Misrepresentation of Gems 


Trade practice rules for the diamond in- 
dustry, covering rough, cut or synthetic 
stones as well as jewelry, have been 
adopted by the Federal Trade Commission. 
They go into effect on March 10. 

Sale, advertising, or distribution of dia- 
monds by any person, firm, corporation or 
organization are covered by the rules. The 
rules apply to all cut, polished, or rough 
diamonds, except industrial diamonds 
Also covered are eynthetic or imitation 
diamonds, and jewelry containing dia 
monds and eynthetic or imitation diamonds 

The rules, requested by the industry, 
are designed to foster “fair competitive 
conditions in the interest of protecting in 
dustry, trade, and the public.” They make 
it an unfair trade practice to induce or 
coerce an industry member to violate a 


provision 


Chicago Golden Roosters 
Hold Ladies’ Night Party 


More than 400 members and guests of 
the Golden Roosters of Chicago were pres 
ent in the Gold Room of the Congress 
Hotel for the annual Ladies’ Night Party 
on February 11, An excellent dinner menu, 
an outstanding orchestra, and distinctive 
decorations made the party one of the most 
successful ever held by the Roosters. The 
highlight of the evening was the formal 
induction of the new ofheers for 1956: 
Chanticleer, A. C. Wilson. of Handy and 
Harmon; Keeper of the Nest keg, at 


Adoption of the rules do not give them, 
specifically, the force of law. They are 
used as guides by the FTC, however, and 
if broken mean that some law administered 
by the Commission has been violated. 

Covered by the rules are misrepresenta- 
tion and deceptions generally; misuse of 
the words diamond, reproduction, replica, 
diamond-like, synthetic, or perfect; decep- 
tion as to color; misuse of the terms 
properly cut, full cut, or clean; misrep- 
resentation of weight; fictitious prices, 
and bait advertising. 

Copies of the rules are available from 
the Federal Trade Commission, Washing- 
ton, 25, D. C., 
merchants, manufacturers and members of 


and will prove of value to 


the advertising business who should be 
familiar with what can and cannot be said 
about diamonds. 


torney Melvin L. Goldman; and Sceratcher, 
Sidney Geller, of Lasko Strap Co. 

A check for $2,000 was presented to 
the Division Street Y. M. C. A. summer 
camp fund, which for many years has been 
on the Roosters’ charitable program. This 
donation will support about 100 under. 
privileged boys at the camp this summer, 

Fach guest at the party was presented 
with a Carvel Hall knife sharpener as a 
souvenir of the occasion, Previously all 
the members of the Colden Roosters were 
viveni a specially designed set of cuff links 
and tie bar with the emblem of the or 
ganization embossed in gold on a field of 


black. 


HANDS OVER GAVEL: Officers of the Chicago Golden Roosters were installed at the 

annual Ladies’ Night Party on February |!. George Engelhard (second from right) re- 

tiring Chanticleer, hands over gavel to his successor, A. C. “Doc” Wilson. Looking on 

(extreme left and right) ore Sid Geller, Scratcher, and Melvin Goldman, Keeper-of -the- 
Nestegg. 


Dutch Gem Market 
Damaged by Fire 


The famed diamond exchange building 
in Amsterdam, Holland, was damaged by 
fire on February 12. The conflagration 
raged through the upper floors of the 


building, causing the roof to collapse. 

Dozens of fire boats and engines fought 
the flames in the exchange, which is lo 
cated on the bank of a canal. But the 
thick ice coating the canal hampered the 
fireboats and an icebreaker had to open a 
path for the firefighters. 
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NEW 


* Members of the New 
American Gem Society, 
Museum of Science 
the subject of 
A tape-recorded lecture, 





Eng 

at the 
on February 9, 
“magnification” 


land 
Boston 
where 
was dis 
illustrated 


Gemological 


met 


cussed, 
by slides and prepared by the 
Institute of America, 
was followed by a laboratory session. 
> Members and guests of the 


was presented and 


Viassachu 


setts & Rhode Island Retail Jewelers As 
sociation will gather for the annual con 
vention of that organization at the Parker 
House, Boston, on April 11 An interest- 
ing program of speakers is planned for the 
afternoon, to be followed by dinner, en 


tertainment, and distribution of door prizes 


& The New Hampshire Retail Jewelers an 


nua! convention will be held this year at 
the Lake Tarleton Club, Pike, N. H.. on 
June 23, 24 and 25, according to Mrs. 
Jack Sawyer, of Laconia, N. H.. secretary 
of the organization. 


Peacoc k { lub 
Hotel 


annual 


> Directors of the Diamond 
met the 
completed plans for the llth 
held at the 
April 21. reservations indicate 
largest the gilt 

mittee has promised something extra spe 
the of 


recently at Somerset and 
din 
be somerset 
larly 


gathering yet, 


on 
the 


com 


ner-dance to 


and 


cial in of a souvenir the oc 
casion. 

> Member teams of the 
Bowling League rolling 
second half of the season at the Boylston 
Bowladrome, with the A. Stowell team 
still holding the lead as this issue went 
to Plans are about completed for 
the annual dinner and awarding of prizes 
at the Hotel Brunswick, Boston, April 
28. 

> Frank C. Hamilton, of Kay Jewelry Co., 
Brockton, Maas., named 2nd _ vice- 
president of the Massachusetts Council of 
Retail Merchants at its annual 
Boston on January 30. 

> An inventory of stock and fixtures has 
been taken at the Herbert W. Stranger 
Co., 305-306 Washington Building, with 
plans under way for possible liquidation by 
April I, Robert G. MeLaren is still 
the list, due to extended ill 
ness. Mrs. Bert Stranger, Jr., 
last two weeks of February in 


way 


Jewelers 
hard the 


Boston 


are on 


press. 


on 


was 


meeting in 


on 
“absentee” 
Mr. 
spent the 
Florida. 
> “Bernie” Smith, 
Jewelers Building, 
torily from a serious lung operation at the 
Peter Bent Brigham Hospital, and is 
his home 


and 


of Smith & Zaff, 309 


is convalescing satisfac 


now 
contacting customers from in 
Wellesiey, Mass. 

> Jack C. Sawyer, of Jewelry 
Store, Laconia, N. H., served as one of the 
Invitation Ski Jump at Bel 


Area, Gilford, 


Sawyer’ s 


judges at the 
knap Mountain Kecreation 
N. H., on February 5. 

> Samuel Levy, senior vice-president of the 
Thomas Long Co., has been vacationing in 
Florida with Mrs. Levy. Howard Preston 
of the same store is back at work following 


FoR Marcu, 1956 


Guild, 





ENGLAND 


illness. Miss Harriet Trenholm, 
retired on February 17, 
after 50 years’ service with the store. 

> Mrs. Rose Marshall, head bookkeeper 
at the Travis-Farber Co. 909 Jewelers 
Building, with her husband Joseph Mar 
shall, attended the New England Sports- 
mens and Boat Show during the week of 
February 5. They traded in their cruiser, 
Clabesnit Il, for a new 38-foot 
cruiser which they will christen Glabesnit 
lil. They 


mer cruise 


six weeks’ 
ofhee manager, 


cabin 


looking forward to a sum 
inland waters of the At 
Oresto Dell 'Orfano. 


are 
along 
lantic coast to Florida 


sales manager, has broken ground for a 
new home in West Roxbury, Mass. 

* Kugene Sanger, of Sanger & Co., 509-11 
Washington Building, has transferred to a 
wheel chair at the Osteopathic Hospital, 
Jamaica Plain. He marked his 91st birth 
day at the hospital, with two cakes and 
more than 75 cards from well-wishers, and 
plans a party when he gets back home to 
the Hotel Touraine. Ray Booth is a new 


in the firm's trophy department. 
* lrank Stockinger, in charge of window 
displays, and Richard J. Powers, silver 
buyer at the A. Stowell Co., collaborated 
winning one of the in 
a contest sponsored by Tara Sterling. 

> Edmund Reagan, formerly with Reagan- 


salesman 


in national awards 


Kipp, Tremont St., Boston, is now on the 
sales staff at Homer's Jewelry Store, Win- 
ter St., Boston. 


> Samuel Snider of Homer's Jewelry, ad- 
dressed the Credit Women's Group of Bos- 
an affiliate of the Boston Credit Men's 
at the organization’s meeting 


ton, 
Association, 


in the Boston City Club, February 9, on 
the subject of “Life of Diamonds.” 
> Mr. and Mrs. Frederick C. Kunz, 5Sr., of 


the firm of F. C. Kunz & Son, 705 Wash- 
ington Building, spent the last three weeks 
of February in Florida. 

> Linking the long familiar Smith-Patter- 


son shield trademark (since 1876), the 
jordon Marsh Co.'s Smith-Patterson divi 
sion held a “rebuilding sale” early in 


February. Customers found many Smith- 
Patterson personnel on hand to greet them, 


among them Erskine Gay, William Tuttle, 
and Mrs. Ella Bird in the gold depart 
ment, and Donald Reaves, Ernest Noury, 
and Warren Smith in the watch and watch 
repair departments. Many of the silver- 
ware personnel are on hand in Jordon 
Marsh Company's fourth floor location. 

> A three-column picture of Mrs. G. Ed 


ward Egan, of Belmont, Mass., and the 
three attractive Egan youngsters, the 


tront page of the Belmont Herald on Janu 


made 


ary 26 when it was announced that Mre 
Fgan-—wife of “Ed” Egan of the Elgin 
Watch Co. would head the Mothers’ 


March on Polio in that city. 
> Church Co., formerly located at 2 New- 


bury Street, held a formal opening of its 
new quarters at 419 Boylston Street on 
February 6. The store continues to deal 
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ey want to transfer your active manage- 
a details? 

Do you wont to add a successful top flight 
sales executive to your organization? 





If your answer is yes: 


My 20 years of successful sales and executive 
experience dealing with the retall jeweler is 
evailable to you. Necessary references and 
financial reliability available 

All replies strictly confidential, 


JOSEPH KLEIN 


101 Old Mamaroneck Rd White Plains, W. Y 
Tet. White Plaine 6-29869 
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in antique and estate jewelry, a little- 
known source of which is jewelry that has 
been abandoned in safe deposit boxes, and 
which is sold by law for the state. 

> The firm of 1. White & Son, 1005 Jewel- 
ers Building, has remodeled its quarters, 
and inetalied a new diamond room. 

> The firm of J. Manin & Son, 311-312 
Jewelers Building, have incorporated, and 
the company is now known as Manin 
Jewelers Supply Co., Ine. 

> Henry Nolin, jeweler of 
Maine, has recovered from a recent illness, 
and went to Florida with Mrs. Nolin in 
February, for a month, 

> Mr. and Mre. Edmund J. Beaulieu, of 
the George W. Springer Co., Portland, 
Maine, are spending 10 weeks in Florida, 
dividing their time about equally between 
Miami and St. Petersburg. 

> Herbert W. Stranger, Sr., is now back 
in full harness with Sonac Corp., Boston, 
feeling fit, and covering the eastern Masea- 
chusetts territory. Western Massachusetts 
is covered by Joseph Byer, and Harry Nei- 
New Hampehire, 


Lewiston, 


man is covering Maine, 
and Vermont. 

> Alan Magary, formerly sales manager ol 
the Seth Thomas Clock Co., Thomaston, 
Conn., and at one time with Elgin Watch 
Company, is now back with the Elgin firm, 
covering Connecticut and Western Massa- 
chusetts. Murray Sherman, who covers 
Khode Island and Worcester County, Mass., 
for Elgin, is also covering Long Island. 

> “Jerry” Matican, formerly with Elgin 
Watch Co., is now covering Connecticut 
for Longines-Wittnauer Watch Co, 

> Richard Marshall, 902 Jewelers Build- 
ing, is back from a Florida trip with Mrs. 
Marshall where they both enjoyed some 
good fishing. 

> “Nat” Goodman, of the Nathaniel IL. 
Goodman Company, 1006-7 Jewelers Build- 
ing, spent the last two weeks of February 
on a cruise to Bermuda. 

> Harry D. Bremner, elderly jeweler and 
watchmaker, retired on February 1, and 
closed out his business in Room 404, Jew- 
elers Building. 

> Arthur S. Kelley, treasurer of Norling & 
Bloom, 807-810 Washington Blidg., is 
spending a six weeks’ vacation with Mrs. 
Kelley in Florida. 

> Miss Bertha Tietz, of F. A. Knowlton, 
Ine., Worcester, Mass., left on February 6 
for a six-weeks’ stay in St. Petersburg, 
Florida. 

> Mies Margaret Kropek, of the Syracuse, 
N. Y., office of 1. Alberts & Sons, 8th floor 
Jewelers Building, slipped on the ice on 
February 1, breaking her hip, and has 
been hospitalized since. 

> Winter vacations of a week each were 
inaugurated for the first time this year for 
the 22 employees of the Mahar & Engstrom 
Co., 405-412 Jewelers Building. Mr. and 
Mrs. “Mike” Mahar spent the last three 
weeks of February in Florida. New lights 
have been installed in the salesroom, and 
new wall displays feature the 1956 line of 
Cemex watch bracelets and straps 

> The quarters of the Boston Diamond 
Cutting Co., 704 Jewelers Building, were 
completely redecorated early in February, 
and new flooring was installed. 

> Frank Silver, salesman for Mauran 
Watch Co., 712 Jewelers Building, who had 
been off the road since December 18, re- 


turned to his territory in Maine, New 
Hampshire, and Vermont on February 6. 
> Mr. and Mrs. E. J. “Jockey” Johnston 
of Caribou, Maine, took theis golf clubs 
with them for a month's sojourn in Flor- 
ida during February and March. 

> Mr. and Mrs. David Rosen of Crown 
Jewelers, Bangor, Maine, spent a two 
weeks vacation in Florida. 

> Morris Cohen of Manhattan 
Maine, is recuperating from a 
Bangor General Hos- 


Jewelers, 
hangor, 
recent illness at the 
pital, 

> Mr. and Mre. Hy. 


(, louse eater, 


Sandler of Sandlers 
Jewelers, Mass., are back home 
from a West Indies cruise. 

> Mr. and Mrs. Wilmot “Bill” Schwind of 
R. C. Jewelry Company, Rumford, Maine, 
spent the month of February on a cruise 
to the West Indies. During their trip on 
the high seas, they put in a radio-telephone 
call to cheer up Bernie Smith, who is re- 
covering from an operation at his home in 
Wellesley, Mass. 

> Miss Phyllis Mongiello, switchboard 
operator at the D. C. Pereival Co., 2nd 
Building, was married on 
from her 


Frank 


floor Jewelers 
January 22, and is now back 
honeymoon anewering calle as Mrs. 
Natalie. 

e Work still continues on the expansion 
of Alfred F. DeScenza & Son, Inc., 608-611 
Washington Building, with new ofhces, 
stockroom, and a much enlarged salesroom 
yradually shaping up. 

> John McNamara, treasurer of E. H. Sax- 
ton Co., 601-605 Washington Bidg., 
the month of February with Mrs. 


spent 
McNa- 
mara in Florida. 

> Miss Barbara bostan, 
secretary with the J. and 5S. 5. 
517 Washington Building, has 
firm for another line of work. 
> Louis Cormier of Cormier Jewelers, 
Southbridge, Mass., is moving to a new 
location at 46 Central Street, and plans 
call for a section devoted to table-top fash- 
ions and sterling. 

> “Al” Rose of Baird, North, Inc., Provi- 
dence, R. L., is convalescing at his home 
from a heart attack which confined him to 
the Miriam Hospital for five weeks. 

> Mise Edith Levine and Miss Frances 
Laurie, bookkeeper and secretary § with 
Joseph Gann, Inc., 404-407 Washington 
Building, left their employ there on Feb 
ruary |, and at last reports had not been 
replaced. Morris Neiman, formerly with 
Smith-Patterson, is now with the Gann 
Co.'s diamond department. 
Machiarelli, jeweler with 
Cleasondale, Mass.. has 


rec eptionist and 
DeYoung, 
left that 


> Louis stores 


in Marlboro and 
taken over the stock and fixtures of Peter 
Conti, Hudson, Mass. 

> Harry Solomon, Jr., associated with his 
father in the Harry Solomon Co., 304 Wash- 
ington Building, was married on February 
12, and is back at work following a Flor 
ida honeymoon trip. 

> Knight Jewelry Co., 2nd floor, 
Building, has installed a new 

featuring an exclusive line 


Province 
“presenta: 
tion showcase” 
of unusual gift items suitable for presenta 
tion to retiring employees and executives. 
> Neville Stone, just out of the armed 
Services, has established u Speedy Messen- 
ger Service tor Creater 
Boston area, with headquarters in Room 

12, Province Building. 


jewelers in the 
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Bulova and New York University Are Sponsors of 14th Course 
In Jewelry Store Management and Merchandising 





HANDS ACROSS THE BORDER: Jewelers from 15 states, the District of Columbia and 

eight provinces of Canada attend the I4th Jewelry Store Management and Merchandising 

Program offered by New York University and the Bulova School of Waotchmating. The 
course lasts for two weeks and is held twice a year. 


Twenty-three jewelers from Canada and 
the United States attended the I4th Jew- 
Management and Merchandis- 
ing program held semi-annually by the 
Joseph Bulova School of Watchmaking and 


the New York School of Re- 
tailing 


elry ‘Store 


L niversity 


The course ended on January 27 with a 
graduation ceremony at the Bulova School 
in Woodside, N. \ 

The faculty consisted of eight NYT 
fessors and 36 prominent men in the jew- 
other 
selected because of their ability, 


pro- 
elry held and in businesses, The 
trainees, 
were able to hear first-hand experiences of 
successful business practices in the jewelry 
trade. 

studied were ad- 
promotion, 


Among the subjects 


vertising, sales operation and 


management, buying and merchandising, 


Manufacturing Facilities 
Moved by Maurice Spain 


Maurice Spain and Son, Inc., makers of 


precious and gold jewelry 
in Newark, N. J.. has moved ite manufac 


turing facilities to New York where it will 


semi-precious 


occupy the same premises as the Clifford 


\. Miller Corp., 64 West 48th St. 





MAURICE SPAIN, SR 


ror Marcn, 1956 


eredit relations, and selling and merchan 
dising techniques. 
An innovation for this course was 4 


scale model jewelry store complete with 


100 miniature counters, show cases and 
display units. Each is interchangeable and 
can be arranged to depict a wide variety 
of stores. It is designed for the study of 
customer trafhe flow and efficient arrange 
ment and placement of merchandise. 

Jewelers from 15 states, the District of 
Columbia and eight provinces of Canada 
participated in the class lectures and in 
held trips to jewelry and watch manuta 
turing plants, precious stone exhibitions 
and to well-known jewelry stores. 

Arde Bulova, chairman of the board of 
Bulova, and Stanley Simon, vice-president 
and director of Bulova, took part in the 
closing ceremonies of the graduation. 


Maurice Spain, 5Sr., will continue as 
president of the Spain organization 


Maurice 


with 
Richard Spain as vice-president. 
remains as president of the 


Although both concerns will 


Spain, Jr., 
Miller firm. 
operate independently, the officers of both 
companies have reported that they antici 
increased production and 


pate improve 


ment of service to their customers 


Gordon Bros. Liquidate 
Paterson, N. |., Store 


The Charles Schoeflel Jewelry Store, 66 
Broad way, New Jersey's oldest 
jewelry store, has been liquidated by Gor 
don Brothers of Boston, Mase. 

The liquidation sale by Gordon Brothers 
was conducted on behalf of Mre. Lillian 
7. Schoeffel, administrator of the estate of 
the late Charles Schoeffel. A 
sale was conducted on the premises, and 


Paterson. 


three-week 
the balance of the merchandise was re- 
moved by Gordon Brothers to their whole- 
sale establishment at 38 Bromfield Street. 
Boston. 
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Can 
children get 
cancer? 


The shocking truth: cancer kills 
more children from 3 to 15 years 
of age than any other disease. 
Last year cancer took the lives 
of more than 3,500 children 
under 15, 


Help hurry the day when all our 
children will be free from man's 
cruelest enemy. Your donation 
can help save a youngster’s life. 
Perhaps even one of your own. 


Give to your Unit of the Ameri- 
can Cancer Society or mail your 
gift to CANCER, c/o your town’s 
Postmaster. 


American 
Cancer 
., Society 








Build Your Own 


Business Reference Library 
Be sre to save this and all other copies of 
your JC-K. The wealth of material for America’s 
retall jewelers published every month is neatly 


cataloqued in the January index 


Save your copies—use the index! 
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> The Philadelphia Jewelers Association 


| held their annual meeting on January 3! 


| cers reelected were Samuel Kind, presi- 


and reelected the entire officer slate. Off- 


dent; Francis Hagerty, firet vice-president ; 


Miss Elaine Cooper, second vice-president ; 


George A. Lyons, secretary; and Jack K. 
_ Green, treasurer, The association, now com- 


Dp Bailey, 


| golor coordinator. 


posed of about 60 active members, voted 
to meet every other month instead of 
monthly as heretofore, and for the first 
time to admit, as associate members, trav- 
elling jewelry salesmen based in the Phila- 
delphia area. The associate membership 
fee will be $10 annually, The next meet- 
ing of the group will be held early in 
March. 

Banks & Biddle 
and 16th Sts., held ite annual sale during 
February. The sale included diamond, gold 
and costume jewelry, watches, clocks, ster- 
ling silver plate, china and glass, lamps 


Co., Chestnut 


| and giftware, according to Clifford Hare, 


vice-president. 


> S. Kind and Sons, Inc., 1342 Chestnut 


St., recently acquired the services of Miss 
Marjory Morrow, bridal consultant and 
Attractive table settings, 
in which flatware, crystal and china, and 
table cloths or mats, centerpieces and can- 
dies, have all been carefully chosen from 
the standpoint of design and color, are on 
display in the store. 


Manufacturing Jewelers 
And Silversmiths Elect 
Max Jacoby a Director 


Max Jacoby, president of Jacoby-Bender, 
Inc. of Woodside, L. |., leading manufac- 
turer of watch bands, was elected to 
membership on the board of directors of 
the Manufacturing Jewelers & Silver- 
smiths of America, Inc, at a recent meet- 
ing of the board. 

Formerly an association member of the 
New England Manufacturing Jewelers’ & 
Silveremiths’ Asen., he full- 
fledged member when the association be- 
came national in last January 1. 

Mr. Jacoby becomes the first member 
of the board from outside New England. 
He also is serving the association as co- 
chairman of its membership committee, 
representing the New York-New Jersey 
area. 


became a 


scope 


At the February 9 meeting of the board 
of directors, seven companies were elected 
to full membership. 

Added to full membership were Rau 
Findings Co., Regal Mig. Ce., Metalart 
Buckle Co., Cordell Mfg. Co.. Mare Mig. 


| Co., Inc., Beacon Jewelry & Novelty Co., 


: 


and Otto H. Muller, Inc. 


Made an affiliate member was Ear! 


| Smith, a manufacturers’ representative. 


bbs PHILADELPHIA 


> J. E. Caldwell & Co., Inc., Juniper and 
Chestnut Sts. are stocking the brand new 
electronic clock made by General Electric. 
At press time the store had only one out 
of a total of four in the Philadelphia area. 
The new clock, which retaile for $175, has 
no electric cord but picks up electrical 
impulses which power the clock and syn- 
chronize it automatically. 

> Herbert's, 112 South 52nd St., has been 
featuring a Valentine window display. Ac- 
cording to Irving Goodman, partner, fre- 
quent window display changes are a store 
policy. New handbag and jewelry lines 
were recently added to the store's stock, 
» Neid’s Jewelers, 1305 Market St., have 
been offering a $20 discount on all watches 
in the store, and have been drawing cus- 
tomers into the store by placing $20 bills 
in the window. 

> Adolph Kessler, 19 South 15th St., re- 
ports that sales have been slow in recent 
weeks but that his watch repairing busi- 
ness has been brisk. 

> Lean and Jones, Inc., 6 North 13th 
have added a loan department. Loans can 
be made to 


~ 


diamonds, 
and ap- 


customers on 


watches, silver, jewelry, radios 
pliances. 

> Haig F. 
manager of Tappin’s, Inc., 


St., Upper Darby. 


has been appointed 
65 South 69th 


with 


Kanjian 


He was formerly 


Tappin’s Chestnut St. store. 


Spokane Store is Winner 
in Gorham ‘Celeste’ Contest 


Mrs. Irene Olson was the first-prize win- 
ner in the Gorham Co.'s “Celeste” pattern 
display contest. Mrs. Olson, of the silver- 

Dodson, 
Riverdale 


re< eived a 


L,corge K. 
VW eat 
Washington, 


ware department of 
Ine., jewelry 
Ave. 


two-week 


store, 517 
Spokane, 
with a com- 


vacation in Spain 


panion of her choice, 

Mrs. the 
best of the more than 3,000 submitted to 
the 
test judges were P. M. Fahrendorf, pub- 
lisher of the Jewerens’ Crmcurar-Key- 
stone, and Harry J. Bromley, publisher of 


Olson's entry was selected as 


Gorham from all over country. Con- 


National Jeweler. 

Winners of $250 Kenneth 
CG. Sears, Shreve, Crump & Low Co., Bos 
ton, Maas.: Mise Rath Smith, Raff 
Jewelry Co., Huntington Park, Calif. 

Orville Listen of Mermod-Jaccard King, 
St. Louis, Mo., and Louis C. Hetzner, Jr., 
i Jeweler, Peru, Indiana, 
were $100 prize winners. 

Earl Fell, Bailey. Banks & Biddle, Phila- 
and Tom Sawyer, Cochran 
Greenville, South Carolina, 
and Leo Kenney, 


pr izes were 


and 


Hetzner, 


delphia, Pa., 
Jewelry Ceo., 
were $75 winners: 
Gump's, San Francisco, Calif. and J. E. 
Weese, Weese Jewelry, Auburn, Washing- 
ton, were $50 winners. 
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Traub maatacturing Holds Mid-Winter Sales Session 





PLAN ORANGE BLOSSOM CAMPAIGN: The sales force of Traub Manufacturing Co.., 


Detroit, 


gather to plan spring sales strategy. 


Seated at table {i-r) are S. R. Brauze, 


assistant treasurer; Carl Bross, secretory; Frank H. Smith, sales manager; Mrs. E. A. Bross, 


sales manager; H. Loughmiller, 
Edwards, factory manager. 


The Traub Manufacturing Co., Detroit, 
makers of Orange Blossom rings, held its 


mid-winter sales meeting recently. During 


Leopold Rosenbaum Named 
Member of 
Leopold M. 


west representative 
stantin-Le Coultre 


Portland Group 


North- 
& Con- 


has been 


Rosenbaum, Pacific 
for Vacheron 


Watches, Ine.. 





LEOPOLD M. ROSENBAUM 


Inter-Group Re- 
of Port 
Peterson, 


named a member of the 
lations Commission for the city 
land, Oregon, by Fred L. 
of Portland. He 


the commission until January 1959. 


mayor 


will continue to serve on 


Reed & Barton Announces 
‘Tara’ Display Winners 


Reed & Barton Silversiniths have an- 
nounced the names of the winning stores 
in the nationwide window display contest 
to help launch their new sterling flatware 
pattern, “Tara.” 

First prize winner was the S. L. Orr Co., 
Macon, Ga. First is an all-expense- 
paid trip for two employees to Nassau in 
the Bahamas. In addition, the representa- 
tives of the store will be the overnight 
guests of Reed and Barton in New York 
City, on the evening prior to their de- 
parture, where they will be entertained. 


prize 


1956 


FoR MARCH, 


assistant secretary and chief gemologist and Andrew 
The company's field representatives look on. 


the meeting, Frank H. Smith, sales man- 
ager, previewed new dealer sales aids de- 


signed to spark spring sales. 


Second prize winner was Liebfarth’s 
Jewelry Store, Ashland, Ohio, which won 
a service for eight in the Tara pattern in 
a deluxe chest. Third prize went to George 
Jensen, Inc., New York, who won a Tara 
for six, with chest. 

Reed and Barton also presented prizes 
to 20 other stores with outstanding win- 


service complete 


dows in cities of various siz@s, 
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Insure your sell 
ing job to the 
Trade by placing 


your advertise- 
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issue! 
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Obituaries 





Paul Volk, 48, of the Volk Manufacturing 
Co., Providence, R. L, died recently. A 
native of Germany, he had resided in 
Providence for about 25 years before mov- 
ing to Warwick, RK. L, eight years ago. 
He was a member of the Manutlacturing 
Jewelers & Silveremiths of America, the 
Jewelers Board of Trade and the Manu- 
facturing Jewelers Sales Association. 
Mra. Alice C. True, president of True 
brothers, Inc., Springfield, Mass., died on 
February 3. 

Be Wayne Haskell, 74, retired jeweler of 
North East, Pa., died on February 8. He 
was engaged in the jewelry business in 
North East for 42 years. His widow and 
a son survive. 

Paul F. Donelan, 60, former advertising 
manager of the Gorham Co., Providence, 
R. L.. for 17 years, and advertising mana- 
ger for A. Stowell & Co., Boston, for 10 
years, died recently. Before his retirement 
two years ago, he was assistant informa 
tion officer for the Rhode Island Develop- 
ment Council, He is survived by a sister 
and a brother. 

Herman Huber, 82, for many years a 
diamond broker in Cincinnati, Ohio, died 
January 19 at his residence where he had 
also maintained an office for the past 30 
years. He is survived by two brothers and 
a sister. 

S. Judson Mealy, 68, former president of 
the Jewelers Association of Maryland, 
Delaware and the District of Columbia, 
died recently at his home. He managed 
his own store on North Charles St., Balti 
more, Md., and served as president of the 
association in 1942 and 1943. His widow, 
a son and three grandchildren survive. 
Fred H. Cole, co-owner of the Cole 
Jewelry Store, Arcade Building, Charles- 
ton, 5. C., died January 19 after a short 
illness. His widow, two sons, two daugh- 
ters, two brothers and three sisters sur- 
vive. 

Rene H. Rueff, 70, owner of Rueff's 
Jewelers, 715 West Salmon St., Portland, 
Ore., died January 26. Born in Switzer- 
land, he came to the U. S. in 1907 and 
settled in Portland shortly afterwards. For 
many years he was treasurer of the Oregon 
State Jewelers Association. For some 25 
years his store was located in the old May- 
fair Theatre building. He is survived by 
his widow, Mrs. Irene Rueff, two daugh- 
ters and a sister. 

Bernard Oppenheimer, veteran jeweler 
in New Haven, Conn., died recently. Born 
in Frankfurt, Germany, he came to this 
country at an early age and subsequently 
joined 5. Silverthau and 
jewelry firm established by his cousins. He 
became owner of that establishment on 
their retirement 35 years ago. 

M. L. Green, 96, founder of the firm of 
the same name in Mount Clemens, Michi- 
gan, died recently. He founded the firm 
on Macomb St. in 1917 and later moved 
to a Gratiot Ave. location before finally 
moving to the present address. He retired 
two years ago leaving two sons, Harold 


Sons Co... a 


and Stuart, to carry on the business. A 
third generation member of the family, 
Donald Green, has since joined the staff. 
James W. Raynesford, 64, former man- 
ager of manufacturing services for Oneida 
Lid. Silversmiths, died January 18. He 
had been with the company since 1917. 
His widow is executive secretary to the 
president, and his son, James W. Rayns- 
ford, Jr., is production manager. 

Jack Levine, 49, owner of Rogers Jewelry 
Store, West Washington St., Hagerstown, 
Mad.. died February fh. He first opened the 
store in 1938, coming to Hagerstown from 
Meadville, Pa. He is survived by his 
widow, Mre. Vivian Smock Levine, a sister 
and brother. 

Victor C. Jensen, 69, president of the 
Jensen Jewelry Co., 40 Main St., Salt Lake 
City, Utah, died February 4 He was a 
former member of the Salt Lake Jewelers 
Association. He is survived by a daughter, 
two sons, three brothers and two sisters. 


joseph H. Shaw, 71, Dies; 
Well-Known Texas jeweler 


Joseph H. Shaw, well known Texas 
jeweler, died January 20 at the age of 7] 
in Dallas. 


JOSEPH H. SHAW 


He was a pioneer in the instalment 
jewelry business, having moved from Kan- 
sas City, Mo., to Dallas, in 1915 to estab- 
lish the Shaw Jewelry Co. in partnership 
with his brother, the late Charles B. Shaw. 
The firm operated stores in Dallas, Fort 
Worth and San Antonio, Texas, as well as 
other principal cities in that state. 

In 1940, Mr. Shaw sold his chain of 
stores, with the exception of the San An- 
tonio unit, to the Reliable Stores Co. of 
Baltimore, Md. He continued in an active 
role in the jewelry business until his death. 

Mr. Shaw was an uncle of Barnett C. 
Helzberg, president of Helzberg’s Diamond 
Shops, Inc., of Kansas City, Mo.; Jerome 
B. Grossman, executive vice-president of 
Helzberg’s Diamond Shops, Inc., and 
Barnett Shaw of Shaw's Jewelry of San 
Antonio. 
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The sales staff of J. R. Wood & Sons. 
Inc., makers of Artcarved diamond rings 
recently met at the St. Moritz Hotel, New 
York, for the firm’s 107th national sales 


( ontferen Sc. 

It was announced that greater advertis- 
ing support would be given to Artcarved’s 
“Permanent Value Plan.” The spring °56 
campaign will include ads in Life, Look, 
Seventeen, Mademoiselle, Modern Bride, 
Bride’s and Guide-for-the-Month. The 


Eighth Annual Convention 
Planned by Northwest Group 


The Pacific Northwest Retail Jewelers 
will hold their eighth annual convention 
at the Multnomah Hotel, Portland, Ore., 
on March 4-6. The convention will be 
staged by the Oregon State Jewelers As- 
sociation, the Washington State Jewelers 
Association and the Evergreen Ducks 

The opening address will be delivered 
by Axel Andersen, president of the Oregon 
State Jewelers Association and the wel 
coming address will be made by Fred L 
Peterson, mayor of Portland. 

Jack Epstein, Evergreen Ducks presi 
dent and John Friedlander, Pacific Coast 
vice-president of ANRJA, will also deliver 
welcome speeches to the delegates. Lester 
Berg, president of the Washington Retail 
Jewelers Association, is scheduled to give 
the response. 

Others who will address the convention 
on the opening day are Oscar Kind, Jr., 
ANRJA president; John 5S. O'Connell, 
vice-president, Towle Manufacturing Co.:; 
and Harry White, manager, Dun & Brad 
street, 

On March 5 Paul A. Bard, administrator 
of sales development, Minnesota Mining 
and Manufacturing Co., will speak on 
“Creativity in Sales.” and on March 6 
Thomas A. Rothwell, a member of the 
committee on Mobilization for Fair Play 
in Fair Trade, Chicago, will speak on “A 
More Effective Fair Trade Program for 
Retail Jewelers.” Other speakers on the 
agenda will be Maury Ash, vice-president, 
Gruen Watch Co., whose topic will be “A 
Hole in the Jeweler’s Cash Register.” and 
Bernard Heims, architect and store de 
signer who will speak on “Store Modern 
ization.” 

Entertainment will include an opening 
night party planned by the bvergreen 
Ducks, a buffet and dinner and the annual 


banquet. 
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J. R. Wood & Sons Hold National Sales Conference 





series will include a two-page color spread, 
two-color and black and white ads. 

W. Waters Schwab, president, announced 
that advertising and merchandising had 
“Permanent Value Plan” a 
“spectacular success.” He said that sales 


made the 


had increased 40 per cent over the corres 
ponding period last year and that some 
jewelers had even greater increases 

Eliot Elisofon, Life photographer, ad 
dressed one session of the meeting. 


William R. Johnson, Johnson's Jewelers, 
Portland, is chairman of the general con 
vention committee Other members are 
John Tobin, Martin Zell, Frank Breall, 
Carl Greve, Harry Brambier, Rene Bloch, 
A. W. Molin, Nate Packouz, Harry Rein 
gold, (,ceorge Scott, John Nielson, Ir.. Lee 
Davenport, Allen Stevens and Rene Rueff 


Banker Addresses Meeting 
Of Detroit Jewelers Group 


William Hall, vice president of the De 
troit Bank, was the guest speaker at the 
February 14 meeting of the Greater Detroit 
Jewelers Association. His subject was 
“The Supervision and Training of Em 
ployees.” 

Prior to his talk there was a meeting 
of the assoc jation’s board of directors. 


Ruling Favors Swiss 


(Continued jrom page 138) 


This will permit an importer to bring 
in 17-jewel movements and jeweled auto 
matic winding devices separately, combine 
them, and sell the completed watch as a 
19, 21, oF 
avoid some of the extra duties levied if 


23-jewel movement and atill 


the watches and automatic features are im 
ported assembled 

lhe latest ruling is an exception to a 
tentative decision of last March that a 17 
jewel movement specifically designed for 
upjeweling must be charged for the num 
ber of jewels and substitutes for jewels o1 
places for insertion of more jewels. 

Legislation to put this upjeweling ruling 
into the tariff statutes is now pending in 
Congress. Treasury Department officials 
say they etill want the law to “take care 
of the overall upjeweling situation.” The 
Department, watch importers and domesti« 
producers have been meeting to try to 
work out differences of opinion on the up 
jeweling question. 
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A compact, 
efficient vacuum unit 
designed for: 

@ Manufacturing Jewelers 

@ Dental Laboratories 

@ Pilot precision investment 

casting plants 
@ Research 


Specifications: 


Welch vacuum pump — free air ca- 
pacity 3.5 cubic feet per minute. 
Guaranteed vacuum 5 microns 
(1/200 mm) 

¥2 Horsepower 110 ac motor (de 
also available) 

Table 24” long x 15” wide x 32” high 
Stainless Steel jiggle plate and rub- 
ber mat 14” x 14” 

Three way valve. 

Plexiglas bell jar 10” dia x 8%” 
high I D 

Motor switch, bell jar rest. 

Price, less bell jar, crated fob New 
York, N. Y¥.—$295.00; Bell Jar, 
$13.75. Larger units built to order. 


ALEXANDER SAUNDERS & CO. 
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$16.20 Doz. Retails at $2.75 


Ask your wholesaler - or write - 

















ANTIQUES one sox. 


Also Reproductions 


Wanted te buy: Silverware—Gold ond piloted 
jewelry—old costume jewelry. Y fap el 
ments — wotch bands, ony kind, any type, in 
ony condition. Diamonds — any kind or size. 

ems and semi-precious stones. Gold Scrap— 
Plotieum flied and pleted scrap. No consign- 
ment too large or too small, Our check sent 
immediately. Your consignment will be heid 
infect for 10 days, subject to your approval of 
our check. 


References: Whitney Notional Bonk, Morgan 


Sranch, New Orleans, National Jewelers 
Board of Trade; Dun oe becodeheanl 


Send for FREE 
BROCHURE 
IMustrating Rings, 


Our No. 218 = Crosses, Earrings 


$2756.00 
(Keystone) 
ANTIN'S 


114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 























New 50 Pc. Mother's Day 
Window Display Kit 


complete, only $4.50 (plus postage) 
Includes disploy cards (easeled), streamers, 
gage window strips, japel bedges and oa 
pink cornations to decorate windows! 


cow PREED, INC. 14 West 23 St., HY. 10 
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> D. W. Jones is the manager of the Duval 
Jewelry Co. at 2604 East Colonial Dr., 
Orlando, Fia. The store, the 16th in the 
chain in Florida, was opened on January 
31. 

> Homer Cox has purchased the Troy L. 
Nunn Jewelry Shop, Decatur, Ala. He 
was employed as a watchmaker in the 
store for the last 11 years. Nunn has not 
yet announced hig future plans. 

> Sidney F. Kaufman, 75, owner of a 
jewelry store in Fredericksburg, Va., and 
former Baltimore businessman, died Febru- 
ary 2. He is survived by his widow, Mrs. 
Hattie R. Kaufman, and a sister. 

> Howard C. Heiss, Jr., vice-president, 
Howard C. Heiss Jewelers, 36th St. and 
Roland Ave., Baltimore, Md., has been 
named to head the annual fund raising 
campaign for Duke University in the Bal- 
timore area. 

> W. Joseph Roche, manager of Fink’s 
Jewelers, UHarrisonburg, Va., has been 
named president of the Harrison Retail 
Merchants Bureau for the coming year. 

> Charles Schwartz & Son, 1313 F St. 
N.W., Washington, D. C., opened its sec- 
ond floor “World of Gifts” china, silver 
and crystal department on February 2 with 
a reception for representatives of the 
British, Dutch and Belgian embassies’ 
staflse. These countries were among the 
many sources of imported merchandise in 
Schwartz’ stock. 

> Garvin Witt Jewelers, Florence, Ala- 
bama, have moved to a new location at 
113 North Seminary St., just two doors 
from the previous store. 

> James KR. Norton, owner of Norton's 
Jewelry Store, Winchester, Tenn., has an- 
nounced that his store has been sold to 
Donald G. Goebel, his associate for 16 
years. Norton has eperated his store for 
the past 50 years. 

> W. Harry Swarzschild, nephew of Henry 


New Orleans Vacation Won 
By Two Rockmart jewelers 


Mrs. C. J. Fannin, proprietor of Mae's 
Jewelers, 218 Marble St., Rockmart, Ca., 
and her daughter, Mies Irene Fannin, were 
recently the guests of the Southern Jewelry 
Travelers Association for a vacation in New 
Orleans where they attended the Sugar 
Bow! game. 

The Fannins won their vacation when 
their name was drawn from a list of buy- 
ers at last summer's SJTA show in At- 
lanta. 

In addition to attending the Sugar Bow! 
game as guests of the SJTA, they were 
presented with keys to the city of New 
Orleans by the mayor, took a sightseeing 
trip on the Mississippi, visited a race track 
where Miss Fannin put her money on a 
winner, and toured the old French Quarter. 

The vacation was arranged by Phil Wolf, 
southeastern representative for Speidel, 
and chairman of the board of SJTA. In 


OUTH 


and S. M. Swarzsechild, Swarzschild Bros., 
Inc., Richmond, Va., has been reelected 
for a second term as president of the 
Richmond Chamber of Commerce. 

> The directors of the Southern Jewelry 
Travelers Association has announced that 
the Southern Jewelry Show will be held 
from July 15-18 in conjunction with the 
Southeastern China and Gift Show at the 
Dinkler Plaza and Henry Grady Hotels, 
Atlanta, Ga. Herb Lewis, Bulova Watch 
Co., has been named to the board of. di- 
rectors of the association, according to an 
announcement by George C. Hitt, Jr., presi- 
dent. 

> Jack Ives, American Time Products Inc., 
was the guest speaker at the February 8 
meeting of the Winston Salem, N. C., 
Watchmakers Guild No. 1. He spoke on 
the subject of watch timing and demon- 
strated the new “Elimag” demagnatizer. 
Joe Motsinger was appointed committee 
chairman for the next meeting to be held 
in mid-March. 32 members were present. 
> Harold L. Shyer, jeweler at 627 Church 
St., Nashville, Tenn., has been appointed 
an honorary colonel on the staff of Gov- 
ernor Clement of Tennessee. 

> Evelyn Barris has been named assistant 
buyer in jewelry for Hutzler Bros., Balti- 
more, Md, 

> Nathan Katz, co-founder of the firm of 
S. & N. Katz, Baltimore, Md., marked his 
Sth birthday on January 21. The firm was 
founded in 1902 when Mr. Katz was only 
21. To mark his birthday, the S. & N. 
Katz Foundation presented the Sinai Hos- 
pital with a surgical instrument sterilizer. 
> Cook's Jewelers, Tuscaloosa, Ala., re- 
cently installed a new, modern neon sign 
on the exterior of the store. 

> Garibaldi and Bruns, jewelry store at 
104 South Tryon St., Charlotte, N. C., 
recently marked the 60th anniversary of 
the firm’s founding. 


writing to thank Wolf for making the trip 
possible, Miss Fannin said that she and 
her mother had brought back “many fine 
memories that we will always treasure.” 


Semca Clock Co. Reports 
‘55 Most Successful Year 


S. Kaufman, president of the Semca 
Clock Co. Inc.. New York, makers of 
Semca and Phinney-Walker clocks, has an- 
nounced that 1955 was the best year for 
sales, in all divisions, in the history of the 
company. 

He cited styling and new products and 
the special promotion of the 40th anni- 
versary of Phinney-Walker clocks, as rea- 
sons for the increase in sales. He said 
that in spite of large initial production of 
many items, the reception was so good that 
Semca had to go into overtime production 
to meet the demand. 
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WMDA Directors Hear Report on Universal Catalogue 
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WMDA BOARD HOLDS ANNUAL MEETING: Shown at annual meeting of the association, 
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seated [I-r), are James O. Trader, treasurer; Pierre Borel, Edward L. Endman, president; 

Stanley G. House, executive director; Nat Moss, vice-president; and Mrs. Lillian House, 

recording secretary. Standing (I-r) are Leonard J. Priore, Henry Fried, technical advisor; 

William Swartchild, Jr., Ashley C. Carter, Sten F. Nelson, Eugene J. Sobel, Max Fargotstein, 
Edward Schleifstein, Harry Nest and Leon Kimmel. 


The board of directors of the Watch Ma- 
terial Distributors Association of America 
met at the Statler Hotel, New York, on 
January 13 and 14 to hold the group’s an- 
nual meeting. 

The main item of business was the an- 
nouncement by WMDA president, Edward 
L. Endman, that the association's financing 
proposal for the long-awaited universal 
catalogue had been approved by Ebauches 
S. A. and that the catalogue would be 
ready in time for the Chicago convention. 


News of the acceptance of the financing 
plan came in a letter from M. M. de 
Coulon, general manager of Ebauches 
S. A. The board tendered a unanimous 
vote of thanks to Paul Tschudin and Jean 
P. Savary of the Watchmakers of Switzer- 
land for their contribution to the agree 
ment, 

The board was shown the official cata- 
logue dummy that had been submitted to 
Switzerland shortly after the California 
convention. It had been prepared by 
Henry Fried, technical advisor to the as 
sociation. The board congratulated Fried 
and also Stanley G. House, executive di 
rector of WMDA, for his work in attract. 
ively designing the catalogue and for his 
part in the negotiations with the Swiss. 


Merchants Warned of Increase 
In Counterfeiting, Forgery 


Counterfeiting and check and bond forg- 
ery is on the rise, and businesemen had 
better tighten up their defenses, the U. 5. 
Secret Service warns. 

Last year, the Secret Service confiscated 
over $1 million in bogus notes and coins, 
compared with only $355,200 in 1954. Some 
$900,000 of that was seized before it could 
be placed in circulation, but the “T-Men” 
warn that the figures represent only what 
was found. It’s what isn’t discovered im. 
mediately that causes trouble, one spokes- 
man says. 

As another indication of the increase in 
counterfeiting and frauds, the Service ex- 
pects its backlog of cases, now at 18,500 


ror Marcu, 1956 


to grow to 19,600 by the end of this year. 

Congress is being asked to add about 
$500,000 to the budget of the Secret Ser- 
vice for an additional 25 agents in an 
attempt to slow down the rise in counter. 
feiting and check frauds. 

But many arrests come after some mer 
chant has been “taken” by a bad check 
artist or counterfeiter, and while punish- 
ment may be meted out, it is the business- 
man who stands the loss. 
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STAY in Business 


Thru our Dignified 
and Profitable 


AUCTION SALE 


Most Recent Seles Conducted 


Budds’ Jewelers, Bradford, Pa. 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


Your reputation will be guarded. 

You will have a more popular store 
when sale is over. 

Your business will be permanently in- 
creased. 

We will interview you ot our expense 
without obligation to you. 

We speciclize in 
cash. 


WRITE — WIRE — PHONE 
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45 West 45th St., New York City 
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| MANTEL CLOCK 


with oval shape 
glass dome and 
polished brass 
base. Operates 5 
years on a single 
dry cell battery. 
Measures 9” «x 
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Specially priced 





1524 Mercheadisce Mart, Chicago 11, Wilaels 
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SECURITY PLIERS 


Save Money 


RA aA 


Me te) Me 697 Me 6462 


FINE QUALITY 
MONEY-SAVING PRICE 
GERMAN MADE 
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stee!, each plier is perte: ty tem 
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once Single joint aligns per 
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No. 572 $1.05 
No. 692 1.25 
No. 563 1.05 
No. 562 1.05 


Order trom Your Newell Jebber 








HEADQUARTERS 
for Nationally 
Known Lines 
Now in our own building with Greater 


Facilities for Better Service 
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ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
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326 West Medison Street, Chicege 6, Hlinols 
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> The Chicago Jewelers Association in- 
augurated the 1956 season of meetings with 
a luncheon gathering at the Palmer House, 
on February 16. Featured as the guest 
speaker was Donald 5. Hostetter, Chicago 
area director of the F. B. 1. His interesting 
talk delved into the various activities and 
accomplishments of the Federal Bureau of 
Investigation. 

>» Theodore Thelander, 80, who had been 
a partner in a north side jewelry store for 
47 years, passed away on February 2. He 
is survived by his widow, a son, and two 
grandchildren. 

> Mr. and Mrs. John Nickell, Boyden- 
Minuth Co., 29 East Madison, are planning 
to spend the next few months in Florida. 

> Mr. and Mrs. Mitchell J. Dimand, Gaines 
& Gaines, Inc., 5 North Wabash, are re- 
turning soon from Florida. They left for a 
short vacation there by way of Providence 
and New York on February 18, with plans 
to return in about three weeks. 

> The Jewelers Association of 
Chicago held an open dinner-meeting, the 
first of the season, on February 8 at the 
Standard Club. The major topic of dis- 
cussion was the advertising campaign 
sponsored by the association during the 
1955 Christmas season, The results of that 
program were analyzed and discussed, 
with a general agreement on its effective- 
nessa, 

> Robert J. Wilson, 80, died on February 
2, after a long association with the jewelry 
industry. He was a sales representative of 
the International Silver Company from 
1899 to 1939, dealing with State Street 
stores. After he retired in 1939, he became 
associated with a manufacturer's repre- 
sentative until 1954. Surviving are two 
sons, Myron R. and Leslie E. Wilson. 

> Joseph Goldstone, Imperial Pearl Syndi- 
cate, 5 North Wabash, has accepted his 
appointment as chairman of the 1956 Red 
Cross Drive, Jewelry and Optical Division. 
Serving with him as co-chairmen are James 
Swartchild & (Co.: James 
Marks, Marke Bros.; Frederick M. Gott- 
lieb, Frederick M. Gottlieb Co.: and 
George Coe, Almer Coe Co. 

> At the January 24 meeting of the mid 
west chapter of the National Association of 
Watch and Clock Collectors, Herbert K. 
Fleisher, of Philadelphia, displayed and 
discussed his grandfather's famous collec 
tion of watches. Members and their wives 
who attended the dinner meeting were 
greatly intrigued by the color slides that 
were projected picturing an exhibition put 
Philadelphia 


(,reater 


Swartchild, 


on by the association's 
chapter. 

> Final preparations have been concluded 
for the annual conclave of the American 
Gem Society, according to Alfred H. 
Woodill, executive director. The meetings 
will be held from March 16 to 20 at the 
Sheraton Hotel, and many Chicagoland 
gemologists and jewelers are looking for 
ward to the instructive papers to be pre- 
sented during the four-day sessions 
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> Raymond J. Guzik has joined the staff 
of Pakula & Co., 28 South Wabash. as 
credit manager. 

> Mr. and Mrs. D. J. B. Prins, Son & 
Prins Co., 55 East Washington, were re 
cently in Los Angeles, Calif.. where they 
visited with their son’s family, the Raleigh 
Ziglers, and their grandchildren. While in 
Los Angeles, Prins visited his company’s 
ofhce there. 

> Charles Kolb, 89, owner of Charles Kolb 
& Co., 7 West Madison, and a wholesale 
jeweler in Chicago since 1888 died Jan- 
uary 23 in Henrotin Hospital 
had been a patient for three 
nephew, Charles J. 
manager of the Des 
Tribune, survives. 

> Mr. and Mrs. T. Leonard Goodman, Lewy 
& Goodman, 29 East Madison, are in Calli- 
fornia and expect to remain until March 
6. During this period, Goodman plans to 
call on the firm’s many customers in the 


where he 
years. A 
Feldman, advertising 

VM oines Regi ster & 


San Francisco and Los Angeles areas 

> Alex Schmidt, representing the L & R 
Manufacturing Co., demonstrated the 
many new features of the L & R automatic 
watch cleaning machine at the January 17 
dinner meeting of the Illinois Watch- 
makers Association. A special guest at the 
meeting was Ray F. Soucie, director of the 
Elgin School of Watchmaking and an of. 
heer of the Horological Institute of Amer 
ica. Soucie discussed the many changes 
that have been made at the school and the 
enlarged scope of its curriculum. 

> Mr. and Mrs. Ben Goldberg, Ben Gold. 
herg Co. 29 East their 
family are vacationing in Sun Valley, 
Idaho. They expect to return to Chicago 
in the latter part of March. 


Madison, and 








OPPORTUNITY 


(For the right man) 


Established middie-west territory oper 
Tuttle Sterling—manufacturers of sterling 
flatware and hollowware and Smith & 
Smith, manufacturers of sterling cigarette 
boxes and accessories. Both lines avail 
able to one qualified experienced mar 
acquainted with the fine stores, and now 
traveling with 
quality line. 


TUTTLE SILVER CO. 


NORTH ATTLEBORO, MASS 


another non-conflictine 








Ow work costs no more 


. 
than ordinary work e 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Speidel Stages Promotions 
With $100,000 in Bank Notes 


The Speidel Corp., watchband manufac- 


turer, recently staged a series of promo- 
tions in the South that are reported to have 
tripled regular sales for the participating 
jewelers 

Stores that took part in the promotion 
included the Kav Jewelry Co. Ine. 3 
Peachtree St., N.E., Atlanta, Ga.; the Kay 
Jewelry Co. store at 212 North 20th St., 
and the Mulford Jewelry 
Co., 26 South Main St., Memphis, Tenn. 


Birmingham. Ala.. 


= 


STIMULATES BUSINESS: Kay Jewelry 
stores in Birmingham, Ala., and Atlanta, 
Ga., took port in the $100,000 Speidel 
promotions. According to Speidel reports, 
these promotions not only helped up sales 
in participating jewelry stores, but also 
stimulated business in other stores in towns 
where the promotions were held. 


In each case the promotions were tied 
im «with = the “pe idel-sponsored 


“The Hig 
$100,000 top prize 


ry sshow, 
features a 
Stores that took part 


surprise,” which 
had special displays of Speidel merchan 
dise. Special display cards and streamers 
called attention to the TY show, but the 
biggest drawing card in each case was the 
fact that $100,000, in banknotes, was also 
prominently displayed in each window 
The money was supplied by local banks 
and was kept under constant guard Re 
tailers reported that store trafhe was in 


creased rE much ae «rie th three limes as 








POLICE STAND GUARD: 


Police guard 
$100,000 in currency in window of the Mul- 
ford Jewelry Co., Memphis, in a local pro- 
motion that was tied in with the Speidel- 
sponsored TV program: “The Big Surprise.” 


the public entered the stores to hil out 
Big Surprise” TV entry blanks 
According to Speidel, jewelry store traf 
he, in other jewelry stores in cities where 
the promotion had been staged, had in 
creased significantly. 
Phil Wolf, southeastern sales representa 


tive tor Speidel, handled the promotions 


Sterling Silversmiths Guild 
Elects Hallowell President 


Roger H. Hallowell, president of Reed 
& Karton, was elected president ot the 
Sterling Silveremiths Guild of America at 
the organization's annual meeting on 
January 14, at the Waldorf Astoria Hotel, 
New York 


Hallowell moved up to the presidency 
from his position as vice president, re 
placing Donald W 
of RK 


(o.. who served for three terme 


Leach. vice president 


Wallace and Sons Manufacturing 


John B. Stevens, vice-president for sales 
was elected 
Arthur W., 


vice-president and treasurer of 


of the International Silver Co 
vice-president of the guild 
Sanders, 
lowle Silveremiths, was elected treasurer. 
He succeeds Ceorge L Stringer, vice 
president and treasurer of the Inter 
national Silver Co.. who served the guild 


as treasurer tor five veare 


Helbros Watch Salesmen Hold Annual Meeting in New York 





The general sales outlook and advertis 
ing, promotion and merchandising plans 
for 1956 were discussed at the annual 
sales meeting of the Helbros Watch Co 


held on December 27, 28 and 29 at the 


ror Marcu, 1956 





Belmont Plaza Hotel in New York. Seated 
at the table are (1-r) 
vice-president in 

Harry Kk. Fischer. 


Other members of sales force stand in rear. 


Larry Progosen, 
charge of sales and 


advertising manager 
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Teday, the quiz is big on T.V. The 
$64,000 Question the $100,000 Dig 
Surprise and who knows maybe 
a $1,000,000 Jas K pot 

licow abeut pou @nd I playihe a 
dictionary quiz that's worth millions 
of dollars (IN BALES) to the bucky 
person’? 

GQLESTION: Define the word 
FLEAIBILITY. 

lioew did you make outf liid you 
define flexibility aa pliable, not 
rigid, OR ae ready to yield to influ 
ence, OR capable of being adapted 
(OK readily adjustable to ehanging 
conditions kithes of theme def 
initiona ia technically correet Hut 
the real winner (give the man an 
extra million dollarae in saies) ia the 
businesaman that anawered: RHALY 
TO ADJUST TO CHANGING CON 
DITIONS 

Here ia the seeret of combating 
today's hareh demanda on business 
acumen and ingenuity The ability 
of a business to adjust to a chang 
inn economy apelis the difference 
between pront and ioas 

This ia the CIRCLE eredae, Laer 
[HiLITY the ability to meet chang 
ing conditions even itn the face oO 
constantly atrive te 
complacency that 
brings We 


BUCCEeBE We 

ercome thie 
good hbusinesae sometinie 
eonstantiy etrive io sive our cur 
tomera what they want when thes 
vant it A business can oni reacn 
thie @woal through Nexibilits 

fhonm’t satay in an teolation hoot 
Keep your finger on the Dilse of 


induatrs When in doubt, truat your 
eources of supply uy from de 
pendabie sources. This is your gual 
antee of quaiity and cuatomel 
itisfaction 

se Cine LF - he er fancd atill 
(our flexibility and production kno 
now mit re ou and yout isztomeri 
time ind rrianey The real inawer;# 
however. ie a costume jewelry tine 
fhats ahead in faehion right 
im price fope if quarity 


CARE TO G0 POR THE 


7 900 000 Gt Mee TICONn 


Ren Gartner 


Sold Through Wholesalers Only 


CIRCLE 


JEWELRY PRODUCTS 


The House of Bhodium 
146 W. 24h D. WN. OY 
AL 6-408 

Sales Office: 303 Fifth Ave 

By Appointment 
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HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 €. fourth Street, Cincinnati 2, Obie 
Distributors 
Jewelry 


Clocks 
Appliances 


Diamonds 
Silverwore “+ 
Electric Shavers 


55 Years of Service Plus 


Write for our 1956 Red Book 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI . DALLAS 
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Since 1914 


the House of Fine Craftsmanship 


Engraved Wedding Invitations 


prepared for those 


CUSTOMERS of the JEWELER 


whe want the 
FINEST in QUALITY 


Here t@ additional money for you, plus the 
satisfaction of doing a complete job tor your 


T ssnhssa nhanesaeesel 
ase eee haha . 








most particular customers. If you wish to take 
orders tor Wedding tnvitations, Thank-you 
Notes, etc. send tor our distinctive order 





taking Sample Book teday 


WILL ECKER & CO. 
414 WM. TWELFTH BLVD 
$7 tous +, MO 
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Headquarters for tarnished proof chests, 


cases, rolls, and bags for silverware 


EUREKA MPG. CO., In Taunton, Mass. 


Leading manufacturers of containers for tleerwar: 


since Pure 


Descriptive leaflets and prices sent on request 








<0, THE JEWELRY 
Gold ". CUTLERY 
> 4; NOVELTY CO. 


— TURERS 


FINE POOKET KNIV 
ws Teweeny ACOESSO 
nies 
Through Leading ° wORTH ATTLE 
MASSACHUSETTS 














mE Original 


ot nhac SEED 
REMEMBRANCER 


— rite for Catalog No. 21 
HE PLOTS © 210 ¥. Sth © Konsas City 5, Me. 
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gb CINCINNATI 


Victor Kaufman and 
Manny Weiss of the Victor Corp., manu- 
facturers at 205 E. Sixth St., recently on 
road trips to their respective territories, 


br Victor Youkilis, 


reported diamond business excellent. Pre- 
viously, Mr. Youkilis had spent a week in 
New York City, 
diamond settings for inclusion in the firm's 
spring line. Mr. and Mrs, Youkilis cele 
brated their 10th wedding anniversary 
February 3, and Miss Hazel Crawford, 
has returned to work after 


inepecting new ideas in 


othee secretary, 
a tonsillectomy. 
> Mrs. Hannah Workum Schwab, wife of 
Herbert Schwab of A. G. Schwab & Sons, 
Inc., wholesalers at 239 East Sixth St., 
died January 25 following a long illness 
For many years, she had been active in 
the canteen and Gray Lady services of the 
Red Cross and, in recognition of these 
services, was made an honorary member 
of the Cincinnati section, 
National Council of Jewish Women. She 
played in numerous city golf 


board of the 


also had 
tournaments as a member of the Losanti 
ville Country Club team 

> Maury Gerwe 
the Gerwe Brown Co., wholesalers at 817 
Main St., attended the 54th annual banquet 
of the Twenty-four Karat Club of the City 
of New York on January 14 at the Wal 
dorf Astoria Hotel. Later, Brown and John 


and George E. Brown of 


Julius D. Jacobs, |r., Named 
To Head Family Business 


kLdwin B 
as president of i 


Jacobs has announced his re 
lirement Jac obs Sons 
Co., Cincinnati wholesale firm, following 
the purchase of his interest in the com 
pany by Julius D. Jacobs, Jr., and Mrs. 
Marion Jacobs Effron, At the same time it 
Jacobs had 


was announced that Julius 


been named the new president, 


TAKING OVER REINS: Edwin 8B. Jacobs 

(1), retiring president of B. Jacobs Sons 

Co., Cincinnati, congrotulotes his suc- 

cessor, Julius D. Jacobs, Jr., after the lat- 

ter had purchased his interest in the 85- 
yeor-old firm. 


The purchase continues family control 
of the 85-year-old firm that was started in 


J. Gerwe, Jr., vacationed with their wives 
if Florida 
> Teams in the 


League have been playing a series of games 


Qhio-Indiana Soccer 
in competition for the Litwin Trophy, do- 
nated by Boris, Jacob and Max Litwin of 
Litwin & Sons, Inc., manufacturers at 106 
West Sixth St. 

> DF, president of E. & J. 
Swigart Co., supplies, 34 East 
Sixth St., made an early February business 
trip to Washington, D. C., Pittsburgh, Pa.., 
and New York City, 

> Mrs. Mary Foertech Albers, 76, mother 
of Elmer J. Albers, president of Albers & 
Hanekamp, Inc., manufacturers at 5 East 
Fifth St.. died January 31 in Good Sa- 
maritan Hospital. 

> Robert Faigle of Faigle Brothers, manu- 
facturers at 12 East Sixth St., and his wife 
enjoyed an early February 
Florida. 

> Mark P. Herschede, president of the 
Frank Herechede Co., retailers at 8 West 
Fourth St., is building a large new $150,- 
000 home of French provincial design in 
the Hyde Park section of the city 

> Donald Hudepohl, proprietor of a watch 
has purchased 


“Swigart, 
jewelers’ 


vacation in 


repair shop at 606 Vine St., 
the Queen City jewelry and watch repair 
store at 2818 Woodlawn Ave., 
Banner and George Evans 


from bred 


1872 by David Jacobs. Julius Jacobs and 
his sister are children of Julius Jacobs, Sr., 
who died in 1954, Edwin Jacobs has been 
president for the past 15 years and as- 
sociated with the firm during his entire 
business careet 

New company officers are Julius D. 
Jacobs, Jr., president; Mrs. Marion Jacobs 
Effron, vice president; Charlton C. Wright, 
secretary, and Mrs. Kathryn L. Jacobs, 
treasurer. The board of directors includes 
the is and Leo Ek. Oberschmidt, 
Howard Gould and E, Arthur Spiege! 

The company will continue to occupy 
its offices and showrooms at 325 East 
Central Parkway in Cincinnati, and it was 
announced that new employees are Ray 
Fibel and Paul Sack. Eibel, long associ. 
ated with the jewelry industry in Cincin 
nati, will serve as company salesman in 
the southeastern states, and Sack is a new 
member of the office staff. 


Tax on Semi-Precious Stones 


Semi-precious stones should be subject 
to the 10 per cent retail excise tax only 
when cut or polished, and not otherwise, 
the U. S. Treasury Department and the 
staff of a congressional committee urge. 
This, they say, would clear up a lot of 
The House Ways and Means 
technical 
and may 


confusion. 
commitiee is now considering 
amendments to the excise taxes, 
include this proposal in its final list of 
suggested changes. 
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> Warren Robinson, a graduate of the 
Gemological Institute of 
associate member of the 
logical Society, has been appointed mana- 
ger of the diamond and precious stone de 
partment of Muriel’s Jewelry Gift 
Shop, in the Statler Hotel, Dallas, Texas 
> Corrigan’s Jewelers, 923 Main St., Hous- 
“discontinued 


America. and an 


American (Cemo- 


and 


ton, Texas, is featuring a 
silverware patterns” promotion, Customers 
are requested to bring a sample of the 
pattern wanted into the store. 

> Clifton Linz, president of Linz Brothers 
Jewelry Stores, Dallas, died January 25 

» The largest clock in the world, or so if 
is claimed, has been installed on top of 
the new 30-story Continental Bank Build 
Fort Worth, Texas. The numerals 
face are 25 feet high 


wide and require 1,000 light bulbs to light 


ing in 


on the and nine 


them up. 
& A new store, soon to be opened at 108 


Weat Houston 'Tt.. san Antonio, Is Aas, 
will be named Cindy's and will retail 
jewelry, gifts and luggage 


> ( onstruction has started on a new build 


ing for Zale’s Jewelers, now lecated at 516 
Main St., Houston, Tex. lhe new loca 
tion will be at 807 Main St., in the Finne 
gan Building, where it will occupy two 
floors and a mezzanine. The front of the 
store will be green marble with the store 
name in large gold letters. Zale’s was es 
tablished at 508 Main St. in 1945 


> Vir Mre. Leo 


new store at 1BO7 Elm St.. 


Klar have opened a“ 
Dallas. Founded 
K lar. the 


was previously located at 1707-A Elm St 


and 


53 vears ago by Herman firm 


> 4 new and modern store to be called 
Alexander's Fine Jewelry, will open at 115 
Fast 3rd St., Big Spring, Tex., on April ] 


Vir \lexander, 
Zale’s Jewelers in Big Spring, is the owner. 
The 


aluminum 


pre viously Mnanaget of 


have a brick 


paneling. The 


store will front with 


intertor of the 
i horseshoe 


store will featur arrangement 


of counters, towards the rear of the store 
for the display of sterling crystal and 
chinaware. 

> T. Price and Son Jewelers, 305 North 
Broadway, Oklahoma City, Okla. have filed 


a petition for bankruptcy in federal district 
Pilden Price Jack Tilden 


partners in the business 


court there and 
Price are 
> The annual 
W atchmakers \ will be held ori 
June 9 and 10 at the Baker Hotel. Dallas. 
W atchmakers from 


| ouisiana. 


convention of thie lexas 


ie BL iation 
and je welers lexas., 
Arkansas and Oklahoma are in- 
After 


business meetings and a quiz program, the 


viled to attend the two-day se se 10OT 


convention will wind up with a Sunday 


evening gala dinner-dance 

> A new store, the Charles S. Nacol 
elry Co., has opened on the ground floor 
of the Adams Building, Fifth St Aus- 


Jew- 


and 


tin Ave.. Port Arthur. Texas. Charles S 
Na ol, the owner, continues to operate 
another store at 646 Houston Ave where 


The 


the firm has been located since 1925 


rok Marcu, 1956 


SOUTHWEST ih 


completely air-conditioned unit has a sales 
area of 120 by 60 feet with an ofhce in the 
rear. 

7 The Watch Repair School at Southwest 
ern State College, Weatherford, Okla.. won 
first prize in the college float division in 
the Homecoming Day parade celebrated by 
Weatherford 


and the college 


’ 


| ) KND [ 
ror Denver Cift SN WV 


The 22nd Denver Gilt and Jewelry Show 


ry i 
J . ' 
r lat tied 


will be held at the Hotel Albany, Denver 
Colorado, from March 47. 
Some 125 exhibits including fine and 


costume jewelry, watches, silverware, crys 
tal and glassware, china and dinnerware 
will be on display in the hotel 

Social events will include the buyers 
March 5 
the following night for buyers and exhibi 
H. Wes Johnson, president of Allied 
of the 


predicts that registration and business will 


party, on and the dinner-danes 
tors, 


Exhibitors. Ine . SPpOoTiso©rs show. 


reach an all-time high. 


Elgin Watches Designed 
For Bowl Teams’ Players 


For the fifth year running the Elgin 
National Watch Co designed special 
presentation watches tor Kose Bow! 


teams. The Present Jewelry Co., 207 South 





ROSE BOWL WATCHES: The two watches 
pictured here were specially designed for 


the participants in the 1956 Rese Bow! 


game 


Mich., supplied 
Michigan State 
broadway, Hill 
Calif., supplied 


Washington Ave., Lansing, 
this 
squad, and Bullock's In: 

and 7th Sts., Los Angeles, 
53 to the I 2 A. 


In addition, Hauemann’s. 


47 watches to year ® 


team 
730 Canal St.. 


New Orleans, supplied 116 specially de 
signed Kigin self-winding watches to the 
Sugar Bow! teams 


Lord's jewelers to Move 


Lord's Jewelers, Inc... Marion. Ohio. will 


move to larger quarters at 142 West 
Center St. later in the month. Al Ham- 
burg is president and general manager 


of the store. 

















Swiss Industries Fair 


BASEI. 
APRIL 14-24 1956 


Visit The Watch Section 


the most important sales 
promotion of the Swiss 


watch making industry 


Information obtainable from 
the Consulate General of 
Switzerland, 444 Madison 
Ave., New York City, or 
your nearest Swiss represen- 
tation. 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware 
MASON’S Ironstone Ware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. 


FOLEY Bone China 
IRISH BELLEER 


Y. 











importers of 


Steck and Import 





ENGLISH CHINA 
and 
EARTHENWARE 


FOMDEVILLE & CO., IMC. 


140 Sth Ave... New Yors (6, YY 
4.0104 











WEDGWOOD 


Bone Chine Dinnerwere, Queen's Were 


Jasper and Bieck Basalt 
trade-Mark WEOGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 


24 East 54th Street 


New York City 








DECORAT 


MARY RYAN 


rURWN 


A ( rSSOR > 


JRE 























WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 


A polish that spreads on like 
butter and yields a cream-rich, 
lasting finish. Ideal for Silver. 


& Use it for keeping your own 
goods permanently bright and 
shining! 


* Jewelers do their customers 
and themselves——a service by 

selling New Luster at the usual 

mark-up. Retails for $1.50. 


A test package of New Lusres mailed 
to any retailer or wholesaler on 
receipt of one dollar. 


Wholesalers’ inquiries welcomed. 


EARL L. SMIT 


National Distributor 


315 W. Sth St., Los Angeles 13, Calif. 

















PIN-ONS FOR PROFIT 
HAWAIIAN WOODROSES 


Here's a new exciting 
giveaway or premium 
to captivete women 
everywhere A real 
flower preserved by 
nature to iast for 
ever Women ilove 
the exquisite beauty 
of the HAWAIIAN 
WOODROSE cor 
sage. Complete with 
colorful ribbon bow 
ready to pin onl 
Perfect for special sales events, special days, 
to introduce new products, store openings, etc 
it's @ low-cost high-prestiga idea. Order a 
100 or thousands. Guaranteed Delivery 


Send for price lists and 
illustrated catalogue 


Dept. JC-36 


Flowers of Hawaii 


670 3 tLeteyette Pk Pi 


H. C. Krueger 


Lee Angeles 37. Cal 














Sterling Flatware 


More than 1300 actualsize sterling 
flatware patterns are illustrated in 
JCK's newly-revised Index. 

For full details, write 
Jewelers’ Circular-K eystone 
Chestnut & Séth Sts, Phila. 39, Pa. 
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yWEST COAST 


> Isadore Margolin, of the Star Jewelry 
Manufacturing Co., and Abraham D. Taff, 
of the A. D. Taff Co., were appointed 
jewelry co-chairmen for the Los Angeles 
area of the 1956 United Jewish Welfare 
Fund drive. The drive opens April 1, with 
a citywide goal of $6,110,000 on behalf of 
166 local, national and overseas agencies. 
> Charles Dungan, owner of the Tic Tock 
Shop, 719 Main St., Woodland, has pur- 
chased Davidson's Jewelry, 23 Main 5t., 
Winters. 

> David Haimoff, jeweler at 9656 Wilshire 
Bivd., Beverly Hills, announced that his 
son, Harry Norman Haimoff, has become 
associated with the firm. His son was dis- 
charged recently after four years in the 
Army. 

> Ja Ron Jewelers, 111 West 6th St., Los 
Angeles, has been sold by J. M. Feldmann 
and Sam Sandler to Armando Gerstel. 

> Ernest Frank, manufacturers’ representa 
tives at 607 South Hill St., Los Angeles, 
announced the following changes in their 
organization: G. M. Aldrich, of Denver, 
Colo., will represent the firm for Kebajes 
Crafts, Inc., manufacturers of copper 
jewelry and belts, in the Rocky Mountain 
states. He will continue to represent San 
ford Jewelry Co., of Los Angeles. Frank 
has been appointed to represent the Ox. 
ford Jewelry Co., of New York, manufa 
turers of rhinestone jewelry, in the 11 west- 
ern states. Both Mr. Frank and his son, 
Ernest Frank, Jr., will continue to repre. 
sent Jewels by Bogoff, Inc., Castlecliff, 
Inc., and Rebajes Crafts, Inc. 

> Leonard Koch, manufacturers’ represen- 
tative on the Pacific Coast for The House 
of Kraus, Inc., Pittsburgh, Pa., and Meyer 
Siegel, San Franciseo, has moved from 
(056 Pickford St. to 1206 South Sher 
bourne Drive, Los Angeles. 

> Herman Siegel, Robbins Jewelers, Los 
Angeles, secretary of the Jewelers’ 24 
Karat Club of Southern California and a 
director of District South 1 of the Cali- 
fornia Retail Jewelers’ Association, re- 
turned from a three-week cruise to the 
Carribean. He left New York aboard the 
New Amsterdam on the 19th of January 
after attending the 24-Karat dinner. 

> The F. W. Reynolds Co., 315 West Sth 
St., Los Angeles, announced that it has 
been appointed distributor for Universal 
watches in California, Arizona, New Mex- 
ico, Nevada, and the Hawaiian Islands. 
Reynolds representatives went on the road 
with a complete line of Universal watches 
plus a sales promotional program around 
February 1. 

> Swireky & Ehrlich, diamond importers, 
at 220 West Sth St., Los Angeles, reported 
that they have opened up a completely 
new territory--Ohio and environs. The 
new representative for this area is Dave 
Brown who has been in the jewelry busi 
ness for the past 11 years, ten of which 
have been spent traveling in the midwest. 
Mr. Brown will be headquartered at 2047 
Snowhill Drive, Cincinnati. 


> Jack Mish, who has been a watchmaker 
for the past ten years in various shops in 
San Francisco, has opened his own busi- 
ness under the name of Jack’s Watch Re- 
pairing at 696 Mission St. 

> The Jewelers’ 24-Karat Club of Southern 
California met on February 14 with Presi- 
dent Arthur Michaels presiding. An enter- 
taining and educational program was pre- 
sented by Mogul, “the man with the X- 
ray brain.” 

> S. H. Friend, diamond importers and 
wholesale jewelers at 657 Mission St., San 
Francisco, announced that Al Micheli, who 
has traveled the Pacific Coast in the jewelry 
business for the past 20 years, will repre- 
sent them in California. The firm is en- 
tering its 6let year in business. 

> Fisher's Jewelers, 3736 Main St., River 
side, Calif... has announced that it is clos 
ing out after 4] years in business. The 
store was started by the late Frank Fisher 
and his son, C. S. Fisher, and has been 
recognized as one of the leading cash 
jewelry stores in Southern California. After 
the death of Mr. Frank Fisher in October, 
the store was offered for sale, but when 
a suitable buyer could not be found, it was 
Arthur W. 


Field, management consultant of Anaheim. 


decided to liquidate instead. 


Calif., who specializes in jewelry store 
liquidations, will be in charge of the over 
the-counter sale. 

> Mrs. Lois Kaplan, buyer for Carl Greve 
Jeweler, Portland, Ore., won fourth prize 
in the Reed & Barton “Tara” window dis- 
play contest. Her prize was a set of hors 
d’oeuvre silverware in the new pattern. 

> Lew Marker, owner of Marker Credit 
Jewelers, Reseda, Calif., recently purchased 
the entire stock of Zema Jewelry Co.., 
also of Reseda. 

> The first meeting of the Southern Cali 
fornia chapter of the National Association 
of Watch and Clock Collectors was held 
January 28 at the Women’s Club House, 
Paramount, California. Don Fowble, presi 
dent of the chapter, conducted the meet- 
ing. The speaker of the evening was Rob 
ert KB. Westover, of the Foote, Cone and 
Belding advertising agency, whose topic 
was “Switzerland and the Swiss Watch 
Industry.” Mr. and Mrs. John Mies were 
the hosts 

> Zakin Jewels, owned by David 5S. Zakin, 
recently opened at 272 North Rodeo Dr., 
Keverly Hills, Calif. He will handle a com 
prehensive line of fine jewelry and spe 
cial order work 

> Stevens Jewelers, James A 
Smith, has moved to new quarters at 711! 
kastern Ave., Bell Gardens, from its previ 
ous location at 7117 Eastern Ave. New 


cowie d by 


fixtures and a special diamond department 
have been added. 

> Berger's Jewelry Store, which for the 
last nine years has been located at 870! 
West Pico Bivd., Los Angeles, has moved 
across the street to number 8704. It held 
a grand opening to signal the move to the 
new site. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















COMING 
EVENTS 


MA R C H 


L-6 Pacihe Northwest Retail Jewelers 
Convention, Multnomah Hotel, Portland, 
Uregon. 

4-7-—Denver Gift and Jewelry Show, 
Hotel Albany, Denver, Col 

4-7—-Detroit Gift Show, Sheraton-Cadil- 
lac and Statler Hotels, Detroit, Mich. 

+-8—Parker House Gift Show, Parker 
House, Boston, Vass 

>9— Boston Gift Show, Hotel Statler. 
Boston, Mass. 

11-13——Heart of America Gift Show, 
Continental Hotel, Kansas City, Mo. 

17-20—-American Gem Society, Annual 
Conclave, Sheraton Hotel, Chicago, Il. 

18-21--Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

18-21-—-Northwest Gift, Art and House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

18-21-—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

25-28-—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Indiana 


eS ae L 
7-86—Nebraska Retail Jewelers Associa- 


tion, Annual Convention, Hotel Yancey, 
Grand Island, Nebraska 

7-8—Oklahoma Ketail Jewelers Associa 
tion, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

8-9.-[ndiana Ketail Jewelers Associa 
tion, Annual Convention, Severin Hotel, 
Indianapolis, Indiana, 

8-10-—-Minnesota Retail Jewelers Associ 
ation, Annual Convention, Leamington 
Hotel, Minneapolis, Minn 

8-11—-Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa 

8-ll—-Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa 

11--Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention. 
Parker House, Boston, Mass. 

14-16-—Kansas Retail Jewelers Associa 


tion. Annual Convention. Allie Hotel. 
Wichita, Kansas. 
14-24—Swisse Industries Fair. Basle. 


Switzerland 
15-16—South Carolina and Georgia Re 
tail Jewelers Association, Annual Conven 
tion, Francis Marion Hotel, Charleston, S.C. 
15-16-——Alabama Retail Jewelers As 
sociation, Annual Convention, Whitley 
Hotel, Montgomery, Ala 
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21—Diamond Peacock Club, Annual 
Dinner-Dance, Somerset Hotel, Boston, 
Mass. 

22-23—-Pennsylvania Retail Jewelers As 
sociation, Annual Convention, Hotel York. 
towne, York, Pa. 

28-29——Arkansas Retail Jewelers Asso 
ciation, Annual Convention, Marion Hotel, 


Little Rock, Arkansas. 





National Convention Dates 
NJA— July 29-August 2, Conrad 
Hilton Hotel, Chicago. 


ANRJA August 26-30, Waldorf 
Astoria Hotel, New York. 











29.30-—New York State Retail Jewelers 
Association, Annual Convention, Hotel 
Syracuse, Syracuse, N. ¥ 

29-1 Virginia-North Carolina Retail 
Jewelers Association, Annual Convention, 
Robert E. Lee Hotel, Winston-Salem, 
North Carolina 


ae ee 


6—Oregon State Jewelers Association, 
Annual Convention, Multnomah Hotel, 
Portland, Ore. 

13-14 Maryland - Delaware - District of 
Columbia Retail Jewelers Association, An 
nual Convention, Mayflower Hotel, Wash 
ington, D. C, 

13-24—United Jewelry Show (for whole 
salers only), Sheraton-Biltmore Hotel, 


Providence. R. I. 


FTC and Customs to Enforce 
Laws on Marking of Imports 


The Federal Trade Commission and the 
\'. S. Bureau of Customs are going to work 
even closer together in the future to en 
force laws governing marking of imported 
goods, 

The two agencies have established liaison 
representatives to work out “mutual assis 
tance” to assure adequate disclosure of 
foreign origins of imports, Views and de- 
cisions on what is legal and illegal in 
marking imports will be exchanged 

(,enerally, customs officials see to it that 
goods are marked when they enter this 
country, and the markings are not later re 
moved. The FITC is concerned with mak- 
ing sure the markings are not covered and 
with ruling whether items which are sub 
ject to further manufacture in this country 
should be marked. 

The FTC aleo handles the advertising 
and display problems of imports 


Retired Reedsburg Jeweler 
Marks His 95th Birthday 


Frank Darenougue, a retired jeweler of 
Reedsburg, Wisconsin, recently marked 
his 95th birthday. 

He suffered a fall ifi October, fracturing 
a vertebra, and was confined to hospital 
lor ven weeks 

He retired in 1954 after 72 years in his 
Reedsburg jewelry and watch repair busi 


ness 








COSTUME 
JEWELRY 


IMPORTED FROM 


SPAIN 


The elegant beauty and 
rare quality of genuine 
ARABESQUE...Moorish 
damascened jewelry im 
ported exclusively by BARD. 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


Please tell me at what heat 


ELTING SOLDER 
soft solder will melt—-some say 200° and some say 
275°. Can you give me the exact heat? (Question No. 


6560) J. B. 


Answer—The degree of heat at which solders melt 
depends upon the formula from which they are made. 
Most of the soft solders in use are of various proportions 
of tin and lead, The rule is that more lead with less tin 
makes a solder requiring a higher heat. Three parts lead 
to one part tin melts at 800 degrees Fahrenheit. The 
lowest melting point for lead-and-tin solder is 340° F., 
for solder containing one part lead to two parts tin. 
After this proportion, the scale reverses and still more 
tin will from then on begin to raise the melting point 
instead of to further lower it. 

You mention solder melting at 200 to 275 degrees. 
To obtain as low melting points as these, some bismuth 
must be added to the tin and lead in the solder. A 
formula of 3 parts lead, 5 parts tin, and 3 parts bismuth, 
will melt at 202° F, One of 2 parts lead, 2 parts tin, and 
| part bismuth will melt at 292° F, 


however, that no table of alloys and melting points is 


You should know, 
absolute; there are varying purities in different manu- 


facturers lots of metals. so that any table must be taken 


as only approximately correct. 


In some of my lathe chucks, 


CHANGING CHUCKS 


it seems strange but they are true sometimes, and 


other times not. Can you explain any reason why this 
could be? (Question No, 6561) G. R. B. 


Answer—-A chuck that is untrue is always untrue 


and work can never be run true in it. But what causes 
the trouble you mention is probably that you just put 
work in a chuck and immediately tighten the chuck; 
then, even in a true chuck, the work will sometimes run 
true and sometimes not. The way chuck should be used 
is as follows: 

After the work is in the chuck partly tighten the 
chuck with the draw-in spindle, but not entirely so. Then, 
with a pegwood point resting on the T-rest, run the 
lathe slowly and true the work in the chuck, just as you 
would true work in a cement chuck. Then tighten the 
chuck firmly. 

Test the work again for trueness; if not dead-true, 
loosen the chuck slightly and turn the work part way 
around in the chuck, and repeat testing and tightening 
as before. If work cannot be made true by repeating 
this several times, the chuck is probably defective, and 
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The NEW 
W atchMaster 


Size, 8'/2" «x 13" 


shift provides straight-line 
records for odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watches 
on customers Hairspring 


Gear 


on-time 


wrists 


vibrator is a part of watchholder 
Earphones included. Other features 





American Time Products, 
580 Fifth Avenue 
New York 36, N.Y. 
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The NEW 
Elimag 
6%" x 54" x 3” 


Lay watch on recessed pane! on 
top. Press the button. Guaranteed 
to completely eliminate all mag- 


Size, 





THANKS TO YOU 


WatchMaster sales have soared beyond 
all expectations. Only now are we able 
to make reasonably prompt deliveries. 
We express our appreciation for your 
quick recognition of the WatchMaster’s 
many advantages ... and for your con- 


fidence in its quality and greater value. 


Ask for a demonstration of the NEW 


Watch 


cut s./ Ig 


le = ~. {a 
an yy) Master 









netic effects from any cased watch Vore WatchMasters have been sold 
including non-magnetic types or and “air being sold than all other 
individual parts in | 10 of a second. watchtiminge machines in the world 
Plug in on any AC commercial combined lhere miiuat he “a reason j 
light socket. It is ready for use. There is It's the BEST 
SOS OD OD SOO OOS OS OS OS SSOSSOSSOSSOS SSNS SESOOE eereceneseess 
: American Time Products, tn ; 
; 580 Fifth Avenvwe, ; 
: New York 34. N. Y ’ 
’ 
’ ’ ; 
; Gentlemen Name ' 
, ‘ 
: Without imeurring any obliga ; 
‘ tion, please arrange a Watch ‘ 
Master demonstration of my ft; . . 
2'ore 
bench 


for one Elim 
C) Check in 

‘ 

{j Bill us $2 


’ Above prices U.S.A. only 


Please consider this as our order 


ag Address 
full enclosed ($24.75) 
4.75 plus postage 


City, State 









should be returned to the dealer or manufacturer to be 
trued or exchanged. 

One important thing, of course, is cleanliness—no dirt 
or foreign matter should be on any part of the chuck or 
inside the throat of the lathe spindle, as this may cause 
chucks to act as if out-oftrue. Another point is that the 
chuck should closely fit the work. If its hole is either 
too large or too small for the work, the work cannot be 
made to run true even if the chuck is true. 

LCESSITY OF CALIPER—1 have been advised to 
buy a jeweling caliper for my lathe, to do really 
accurate cutting out of the jewel-seats in settings. | 
would like to know what you think of this, and whether 
this attachment is necessary? (Question No. 6562) 


a ie 


Answer—The advantage of a jeweling caliper at- 
tachment is not that it will do more accurate work, but 
that this tool will turn out work much faster, because it 
automatically measures the diameter of the jewel seat, 
from the jewel itself, as it cuts the seat. 

But it must be borne in mind that it takes some time 
to set up the caliper on the lathe, to adjust it for the 
work, and this time is consumed the same for doing a 
single job as for doing a hundred. So we say that if 
one's work requires setting a number of jewels at a time, 
it pays to use the caliper; but for jewel setting as it 
is usually done in a repair shop, only one job at a time, 
a seat can be cut with a hand-tool more quickly than 
with the caliper tool. There are other attachments—a 
slide-rest, for instance—that would make a better in- 
vestment for most watchmakers than a jeweling caliper. 


ARKENING COLOR-—What can be done about 

watch cleaning solutions when they darken in color? 
How can a solution be made that will not do this? Or is 
there some make of solution that will not darken? | 
have been making my own solutions on a formula you 
sent me some years ago, (Question No, 6563) J. R. 


Answer 
unavoidable. As more and more watches are cleaned in 


A change of color in cleaning solutions is 


them, the solution naturally becomes darker. We believe 
a good solution will clean about 25 watches before it is 
necessary to throw it out. A practice that will lengthen the 
life of a solution is to quickly dip and brush in naphtha 
or gasoline any unusually dirty watches, before putting 
them through the cleaner; or to do this with the larger 
parts of unusually dirty watches. Some watchmakers say 
they have observed that running the cleaning machine 
at very high speed exhausts the cleaning power of a 
solution more quickly than doing this at moderate speed. 


ATCHMAKER’S VOCATION—For a school proj- 
ect, | have been asked to write something on the 
subject of the vocation of the watchmaker. Where can 
I get information on this subject? (Question No. 6564) 


B. We 


Answer-—-A good source of information on your 
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subject is Chapter 8 in “Wishbones or Backbones?” a 
vocational guidance book by B. D. Wilhelmus, pub- 
lished by Reilly & Lee, Chicago. This book is widely 
distributed in school libraries—your school library may 
have it. Another good work would be “Watchmaking 
and Watch Repairing,” Commonwealth Vocational Guid- 
ance Monographs, Series A, No. 25, by Anne 5. Davis, 
published by Commonwealth Book Co., 80 Eb. Jackson 
Blvd., Chicago. You might also write Bowman Techni- 
cal School, Lancaster, Pa., for a copy (free) of their 
monograph: “The Vocational Importance of the Watch- 


maker.” 


* egetiaggioe CLEANING?—I differ, | know, from 
some watchmakers, by not always removing main- 
springs when cleaning watches. But I always remove the 
barrel cover and examine the oil. If this seems clean, by 
not doing anything further I save time, also run no risk 
of kinking the spring by taking it out and replacing it 
again. I know that some workmen would argue against 
my practice, but how would theirs stack up against my 
arguments for it? I'd like to have your opinion. ((Ques- 
tion No. 6565) C. M. E. 


A nswer-—Our condemnation of your practice i based 
on these reasons: 

(1) Examination of oil on the edges of mainspring 
coils may not reveal the condition of the oil between the 
coils, where this is most important. 

(2) Your practice does not enable you to see whether 
the mainspring may be “set” and need replacement by 
a new spring for this reason. 

(3) A mainspring removed, and then replaced prop- 
erly with a mainspring winder, is in no danger of being 
kinked. This leaves as your only valid argument the 
saving of time, which is amply offset by the other ad- 
vantages named in removing mainsprings every time a 


watch is cleaned, 


Se IN WESTMINSTER?—lIs it true 


that a watchmaker is buried in Westminster Abbey 


in London? If so, who was it, and why was he given 
that honor? (Question No, 6566) J. B. B. 


Answer--There are two watchmakers whose tombs 
are in Westminster Abbey——Thomas Tompion, who died 
in 1713, and George Graham, who died in 1751. Why 
these horologists were given the honor of burial in the 
Abbey along with the sovereigns, the poets and phi- 
losophers, and the great military and naval heroes of 
the British Empire, is partly answered by quoting this 
from the tombstone of Graham: “Whose curious inven- 
tions do honour to ye British Genius; whose accurate 
performances are ye standard of Mechanick Skill.” 

The work of Graham and Tompion marks the tran- 
sition, in horology, from crude beginnings, to the ac- 
curacy that was needed for the science of astronomy and 
navigation, both of which had much to do with the 
development of England's maritime supremacy. The part 
Tompion and Graham had in this work, their success in 


it, are the reasons they were honored by their nation. 
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W hether you re selling products or services... 


a PITTSBURGH OPEN-VISION FRONT 
will help build business! 





DRUG STORE—The Prescription Shop in Moline, Illinois, 
owes much of its smart good-looks and eye-attracting 
appeal to its bright Pittsburgh Open-Vision Front. The big 
Panels of Pittsburgh Polished Plate Glass make the entire 
interior one big showcase and the recessed entranceway— 
featuring a Herculite® Plate Glass Door and Sidelights 
—draws the passerby into the shop. Carrara® Structural 
Glass and Pittco” Store Front Metal complete the shop 
front, designed by Architect Wm. A. Schultzke, Moline, Il. 


THEATRE—Denver Theatre, Denver, Colorado, 
makes the most of an attractive lobby with its 
Pittsburgh Open-Vision Front. Pittsburgh 
Polished Plate Glass and six Herculite Plate 
Glass Doors were used to create this inviting, 
wide-open effect. The installation was com- 
pleted with the use of gleaming, beautiful Pittco 
Store Front Metal. The doors open easily on 
smoothly-operating Pittcomatic® Hinges. Arch- 
itect for this outstanding modernization was 
Walter H. Simon, Denver, Colorado. 


Send for free booklet! 


For more information about Pittsburgh Store Front 
Products, and about the effectiveness of their use on 
both new and remodeled buildings, just send in the 
convenient coupon. We'll be glad to send you a copy 
of our free store front booklet. 


PAINTS GLASS CHEMICALS BRUSHES 


PITTSBURGH PLATE 








PLASTICS 


7 a a 


DAIRY STORE—The Purvin Dairy Company, Wilkes-Barre, 
Pennsylvania, shows how effectively a Pittsburgh Open- 
Vision Front draws attention to a small store. Pittsburgh 
Polished Plate Glass and a Herculite Plate Glass Door 
create the open-vision front, while Carrara Structural 
Glass is used for facing on the building front and for the 
attractive name signs. Pittco Store Front Metal supports 
the Plate Glass panels and the entranceway. 





Pittsburgh Plate Glass Company 
Room 6138, 632 Fort Duquesne Bivd 
Pittsburgh 22, Pa. 


1 
| 
) 
| Without obligation on my part, please 
| send me a FREE copy of your moderni- | 
sation booklet, “How Te Give Your | 
| Store The Look That Sells.” | 
| | 
| | 
| 
| 

J 


FIBER GLASS Address 


a? oe a. me City Stote.. 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED hs cen a cu ans aun cu GED GED GED GuD GUD GP cE END ED EES 
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"Sterfire’ Ring Ads To Appear 
In Nine National Magazines 


“Starfire--a touch of stardust, so brilliant 
in styling, «© radiant with lovely, larger 
diamonds. ” 

These words are currently introducing 


the new “Starfire” diamond ring, made by 
A. H. Pond Co., Syracuse, N. Y.. to con- 
sumers throughout the country in the firm's 
national advertising campaign 

The Starfire campaign is breaking in 
nine national magazines: Life, Look, Seven 
teen, TV Stars Parade, Movie Stars Parade, 
Movie Life, Movies, Personal Romances 
and Intimate Romances. 

Photo shows Robert O. Beadel (second 
from right), vice-president of the A. H. 
Pond Co., showing the enlarged Starfire 
ad to three members of the firm. 

Supporting the national campaign is a 
complete line of dealers sales aids includ. 
ing window and 
newepaper mat 


in-store displays, free 
direct mailers, 
folders, special ring boxes and a neon sign, 


service, 


Reed & Barton Establishes 
Cooperative Advertising Plan 


Reed & Barton, Taunton, Mass., is now 
offering its franchised dealers a new co- 
operative advertising plan designed to in- 
crease retail sales of silverware. Under the 
new plan, Reed & Barton will pay 50 per 
cent of the space cost of dealer ads in 
hewspapers. 

The allowance applies only to sterling 
flatware, sterling hollowware and plated 
hollowware. The newspaper used must be 
a member of the Audit Bureau of Circu.- 
lations, Other requirements: (1) Reed & 
Barton must be prominently displayed in 
the ad, (2) Reed & Barton merchandise 
must be featured exclusively, (3) ads must 
be at least 100 lines and illustrated, (4) 
merchandise must be offered at regular 
prices and (5) payment must be made up 
to a reasonable proportion of purchases 
during the current selling season 
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Community To Run ‘Greatest’ Ad 
In April Ladies’ Home Journal 


The Community advertisement in the 
April issue of Ladies’ Home Journal will 
be “the greatest advertisement ever at- 
tempted by any silverware manufacturer,” 
says Dudley E. Sanderson, vice-president 
and director of advertising of Oneida Ltd. 
Silversmiths. 

The unusual ad will feature a 3-page 
gatefold in full color. The opening page, 
shown in the photo, is keyed to Com- 
munity’s new “beauty close-up” campaign. 

The 3-page ad features Community's new 
sales plan—the Duo Chest-—which offers 
the consumer the opportunity of purchas- 
ing the new buffet tray, complete with full 


Nothing like it..cver before! 
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service, for $20 less than with the standard 
chest, 

The ad will be merchandised with tie-in 
counter and window displays, newspaper 
mats, radio scripts and mailing pieces. 


Orange Blossom Announces 
Expansion Program for 1956 


Traub Manufacturing Co., maker of 
“Orange Blossom” rings, plans full color 
national advertising, an expansion of its 
sales force and the addition of a number 
of new ring styles during 1956, according 
to sales manager Frank H. Smith. 

Speaking at the Traub Co.'s mid-winter 
sales meeting in Detroit, Smith reviewed 
the success of the Traub Dealer Advertis- 
ing Participation Program started in 1955 
and announced new plans for more support 
of the jeweler at point of sale and on local 
levels, These include advertising in Sun- 
day rotogravure sections in many areas, 
Smith said. 


Ronson Offers Counter-Case 
With $75 Purchase of Lighters 


For a limited time only, Ronson is offer- 
ing dealers a free counter-case tray with 
a $75 purchase of any type Ronson lighter. 

The tray, shown in the photo, has a 
value of $4. It is constructed of handsome 
white poplar with contrasting black end 
panels; it is lined with red velvet. The 
point of sale tray is 12 in. wide by 9 in. 


« 


deep and 5 in. high; it has three long 
tiers which permit the display of a variety 
of differently shaped lighters. Special arms 
make it easy to lift the tray out of the 
showcase for demonstration 


Anson Introduces New Series 
Of Double-End Cuff Links 


Anson, Inc., is currently introducing a 
new line of men’s double-end cuff links, 
the “Double Exposure” series. 

According to Anson, the new links were 
created in answer to the revival of interest 
in double-faced links brought about by 
foreign-inspired styling in men’s apparel. 

Unit 90/56, shown in the photo, consists 
of 12 assorted link and tie tack sets retail- 
ing at $6.50. Two of each six designs are 
in assorted stones and sterling silver, Unit 
92/56 consists of 12 assorted $5 cuff links, 


T ‘ 
" _ Eng Y 


two each of six designs in Unit 90/56. Tie 
Tack Unit 91/56 consists of 12 assorted 
$2.50 tie tacks, two each of six designs in 
Unit 90/56. 


THe JEWELERS’ CIRCULAR-KEYSTONE 











Speidel Offers Three New Displays For Accessory Lines 





Speidel Corp. is currently offering deal. 
ers three new displays for use in featuring 
its lines of ladies’ watchbands, men’s 
jewelry and men’s watchbands. 

The three displays, shown in the photo, 
can be used on counters or in windows. 
At the left is the new ‘Slim’ Lizard Links 
display which holds four of the new ladies’ 
bands—-in four different colors 
hibited against a different colored velvet 


background. The links of these new Slim 


each ex 


Lizard Links bands are white or yellow 
gold-toned to match any watch 

in the center is the new “Call For 
Speidel” men’s jewelry display built around 


€ peidel 


six of Speidel’s new jewelry boxes. It 
comes complete with 36 pieces of the firm's 
new men’s jewelry in sets that retail from 
2.95 to $7.50, plus tax. At right is the 
new light-and-motion display, the “Eccen- 
tric Motion” Revolvarama window display. 
This unit revolves horizontally at varying 
speeds with an unusual “twisting” motion 
which calls attention to the two Messages: 
“Quality Watches” and “Expert Watch KRe- 
pairs.” Its base lights up two ways and 
the name Speidel lights from behind. The 
jeweler may have it personalized with his 
own store name by sending a postage paid 
return card to the firm 





1847 Rogers Bros. Announces 
Special Sale on Two Patterns 

1847 Rogers Bros. has announced a spe 
“Eternally 
Yours” and “First Love” patterns during 
the period from April 1 to May 12. 


‘ ial retirement sale on its 


The firm will offer a special 55-piece 
service for 8 in both of these patterns for 
$49.95. On an open stock basis, the regu 
lar price of the services would be $100.90. 
During the same period, individual pieces 
of the two patterns in open stock will be 
sold at one-third off. 


Introduced in 1941, Eternally Yours has 
sold more than 35 million pieces; First 
Love, introduced in 1937, has sold more 
than 50 million pieces. 

Special dealer aids will be available for 
promoting the sale. 


New Resident Buying Service 
Established in Providence 


Stanley J. Brier, formerly associated in 
a sales management capacity with Squire, 
Inc., men’s jewelry manufacturer, and 
Ostby & Barton, ring manufacturer, is now 
conducting a resident buying service for 
manufacturers and wholesalers outside the 
Providence area. He is making his office 
at 41 Seekonk St., Providence. At present, 
Brier is concentrating on men's jewelry in 
a merchandising, purchasing and coordi- 
nating capacity, 
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Gruen Watch Co. of Canada 
Named Fiex-Let Distributor 

Jack R. Storti, executive vice-president 
of Flex Let Corp., 
pointment of the Gruen Watch Co, of 


has announced the ap 


Canada, Lid., as exclusive distributor oi 
Flex-Let watchbands and “Beau Brummel” 
men’s jewelry throughout the Dominion of 
Canada. 

Photo shows Storti (left) and Stuart 
Ballard, vice-president of the Gruen Watch 
Co. of Canada, shaking hands upon agree- 
ment that under the company name of 
“Cuilderaft, Lid.,” 
all Flex-Let products in Canada are to be 


the sales and service of 





handled exclusively by Guildcraft, Ltd. 

Ballard announced that nine sales repre- 
sentatives of Guilderaft, Lid., would im- 
mediately start showing the Flex-Let watch- 
band and men’s jewelry lines. 


Elihu Bernstein Wins Bulove 
‘Salesman of the Year’ Award 


John H. Ballard, president of the Bulova 
Watch Co., recently presented the firm’s 
annual “Salesman of the Year” award to 
Elihu Bernstein, representative in the Ten- 
nessee and South Carolina area, 1955 was 
his first year with Bulova. 

Bernstein won the award by doing “the 
most complete selling and merchandising 
job” for the year. 

Paul Bader, representative for 22 years, 
with a portion of California as his terri- 
tory, placed second in the contest. Lou 
Shoen, a member of the Bulova “25 Year 
Club” who serves Chicago and Milwaukee, 
was awarded third prize. 


irons & Russell Publishes New 
Catalog of Emblematic Jewelry 


Irons & Russell Co. 95 Chestnut St., 
Providence, has published a new 52 page 
catalog on emblems and emblematic 
jewelry 

The catalog, shown in the photo, has a 
durable cover and is bound with wire for 
a loose-leaf effect. The merchandise is 
illustrated on a soft gray background with 
plates made by the direct process of Scien- 
tifie Tri-Art Engraving Co. of New York. 

All items shown have their order num 





bers and keystone prices listed beneath 
them. There are two indexes: one tor item 
numbers, the other for alphabetic listings. 
Subjects covered are pins, buttons, men’s 
jewelry, crosses, religious medals, rings, 
fraternal jewels, charme and earrings. 


Freed Offers 50-Piece Display 
Kit for Mother's Day Window 


Edwin Freed, Inc., 14 Weat 23rd 5t., 
New York, manufacturer of jewelry display 
materials, is offering retailers a 50-piece 
display kit for use in promoting Mother's 
Day business. 

The kit, pri ed at $4.50, includes easeled 
display cards, streamers, pennants, window 
strips, lapel badges for salespeople and 
pink carnations. The material is all a store 
owner needs to trim a special Mother's Day 
window, says the firm. 
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4. 8. Woed & Sons Offers 
"Artcarved’ Motion Display 


}. Rh. Woed & Sons, In 216 Kast 45th 
St.. New York, maker of “Artcarved” dia- 
mond rings, ie currently offering dealers a 
light-and-motion display unit for day and 
night use. 


The display, shown im the photo, fea- 


tures an illuminated plastic priem in the 
center of a brase-plated frame which ro- 
tates and pauses at three positions to tell 
the story of the Artcarved Permanent Value 
Pian. On the left, a velvet cushion serves 
as a backdrop lor two ring display boxes. 
The entire unit is mounted on a hand. 
rubbed 
with a brase-plated 


stand embellished 


Artcarved trademark. 


walnut-finieh 


Gemex To Launch ‘Ambitious’ 
Campaign on NBC-TV Show 


The Gemex Corp., Union, N. J., will use 


Steve Allen's “Tonight” show to launch 
the most ambitious advertising and pro- 
motion campaign in the 35-year history of 
the company, according to an announce- 
ment from the firm. 

Photo shows Harold N. Leitman (eft), 
president of The Gemex Corp., Steve Allen 


and William A, 


of the firm, joining in a three-way hand- 


Swartman, vice-president 


of the 
watchband firm's new participation in the 
nightly show over NBC-TY 


shake to signify commencement 


Zodiac Watch Agency Acquires 
New Headquarters in New York 


For the third time in seven years, Zodiac 
Watch Agency, 52] Fifth Ave., New York, 
Division of Edward Trauner, Inc., is tak- 
ing additional showroom and service space. 

After April 1, Zodiac will have new head 
quarters at 15 West 44th St... New York. 
Manufacturing facilities are maintained at 
the Zodiac plant in Le Locle, Switzerland. 


176 


Oneida To Launch ‘Silver Rose’ 
With Extensive Ad Campaign 


An advertising program utilizing 9 of 
the nation’s most significant family and 
women's publications will be launched in 
support of the new “Silver Rose” pattern 
in Heirloom Sterling by Oneida Lid. 5il- 
veremiths, 

The new campaign will reach nearly 30 
million women readers, all of whom make 
up the potential sterling market, according 
to Dudley E, Sanderson, vice-president and 
director of advertising. ‘ 

Photo shows the four-color ad, appear- 
ing in April or May issues of Ladies’ Home 


‘Silver Rose’ 


A, Seculetan . J 47 MG 


Omori te wane 
radi ; " 


Journal, Better Homes and Gardens, Seven- 
teen, Glamour, House Beautiful and others. 
A special follow-up campaign will appear 
in seven of the publications. Supplement- 
ing the ad schedule is a complete program 
of introductory offers and dealer aids. 


industry Acclaims Program, 
Says Gold Filled Association 


Letters from retailers, wholesalers and 
manufacturers praising the advertising and 
publicity Filled 
Manufacturers Association have been re 
ceived in abundance, according to an an- 
nouncement from the association's head. 


program of the Gold 


quarters in Attleboro, Mass. 

“In anewer to the many 
ceived,” said Robert Smith, president of 
the association, “the following are the com 
contribute the 


inquiries re- 


panies who cooperatively 
funds which underwrite the entire cam 
paign budget: Cook, Dunbar, Smith Co., 
FE. N. Cook Plate Co., General Plate Divi 
sion Metals & Controls Corp., Horton An 
gell Co., Improved Seamless Wire Co., 
Leach & Garner Co,, D. E. Makepeace Di- 
vision Union Plate & Wire Co., L. Stern 
& Co., Ine., Standard Metals Corp., A. T. 
Wall Co., and H. A. Wilson Co., Ine. 

“The program,” said Smith, “has con- 
tributed to many facets of the jewelry in- 
dustry. Consumers are being consistently 
reminded and shown that meny beautiful 
things are fashioned of Gold Filled, 
through media such as Lije, Saturday Eve- 
ning Post and NBC's morning Garroway 
show.” 


New Type of 30-Day Clock 
introduced by New Haven 


The first «pring wound-escapement type 
clock with a 30 day movement was intro- 
duced by New Haven Clock and Watch 
Co., New Haven, Conn., at the recent In- 
dependent Housewares Show in Chicago. 

Harold Grey, vice-president in charge of 
consumer sales, says the new movement is 
based on an entirely new principle of @ 
main spring power which delivers constant 
torque. The clock is said to operate at 
exactly the same rate of time from the 
first day to the 30th. 

Former multiple-day movements required 
some type of pendulum attachment which 
necessitated a much larger case than the 
new movement. The firm’s first installa- 
tion of the new movement is in its “Ebony 
Sphere” clock which retails for $14.95. 


Syroco Issues 48-Page Catalog 
Of Decorative Accessories 


Syroco is currently offering dealers its 
new combined catalog and merchandising 
handbook which has been expanded to 48 
pages to illustrate all the new Syroco dec- 
orative accessories. 

The catalog, shown in the photo, im- 
cludes a complete selection of wall planters, 
the Valencia group of decorative accesso- 
ries, wall barometers, wall 
plaques, wall mirrors, vanity mirrors, wall 


clocks and 


Sire 


sconces, wall brackets and ensembles. It 
is laid out in easy-to-locate sections, di- 
vided according lo types of accessories. A 
iree copy. and a separate price list, may 
be obtained by writing Syracuse Ornamen- 
tal Co.. Im Syracuse, N. Y. 


Exakta Camera Co. Mails New 
32-Page Catalog to Customers 


Exakta Camera Co., 705 Bronx River 
Rd., Bronxville, New York, is currently 
mailing its new catalog, “Exakta Con- 
tinued,” to registered owners of its cam- 
eras. The new catalog shows the latest 
equipment available from the firm, offers 
technical advice and provides a complete 
list of prices. The catalog contains 66 
illustrations and diagrams and is 32 pages 
in length. 


THe JEWELERS’ CIRCULAR-KEYSTONE 











Eterna Matic Motion Display 
Highlights Winding Action 


Eterna Matic is currently offering dealers 
a motion display for window or counter 
presentation which tells the story of its 
ballbearing-mounted winder. 


The display, shown in the photo, stands 





20 in. high and has a 10 in. by 14 in. 
velvet base for displaying eight or more 
Eterna Matic models. An electrically ac- 
tivated oscillating weight simulates the 
actual 360 degree winding action of the 
Eterna Matic watch. 


New Gemex ‘Adjustable’ Band 
Said To Eliminate Size Problem 


The Gemex Corp. has introduced a new 
adjustable watchband said to eliminate 
size problems for the jeweler and simplify 
his inventory and back-up stock problems. 
it retails from $7.95 to $9.95. 

The new band, called the “Adjustable,” 
comes im two standard sizes with inter- 
changeable half-bands that combine to fit 
all wrist sizes. The jeweler needs to stock 
only two sizes to fit any customer. The 
Adjustable simplifies size changes by util- 
izing an adjustable permanent center plate 
suitable for engraving 

Gemex is making the Adjustable avail 
able to dealers with a free counter display 
featuring eight bands in four styles. The 
new band is also being featured on the 
Steve Allen “Tonight” show on NBC.-TY. 


Semca Clock Co. Announces 
Record Sales During 1955 


S. Kaufman, president of Semea Clock 
Co., Inc., 30 Irving PL, New York, manu 
facturer of “Semca”™ and “Phinney-Walker” 
clocks, recently announced that 1955 had 
been the best year for sales in all divi- 
sions of the company. 


He credited the success to the restyling 
and new items created during the year. 
with special acknowledgment given to the 
promotion of the 40th anniversary of Phin 
ney-Walker clocks and the complete new 
line developed for this anniversary year 

Plans this year call for expansion of all 
lines, new models and designs for home, 
travel and office, and emphasis on promo 
tionally-priced clocks 


ror Marcn. 1956 





international Silver Co. Orders 
52 Pages in Life For 1956 


The International Silver Co. has placed 
an order with Life magazine for 52 pages 
of advertising during 1956, according to 
an announcement by Craig D. Munson, 
president of the firm. 

In a letter to dealers, Munson said: 
“Never before in the history of our indus 
try has any company ventured anything 
quite like this—-52 pages in one magazine.” 

International will run at least one ad- 
vertisement in 42 of the 52 weeks —vir 
tually all in color. In four of the Life 
issues “there will be multiple impact ads 
unlike anything ever done before,” Munson 
said. 

Sales theme for the ads will be “Inter- 
national Sets the Loveliest Tables in Amer- 
ica.” International Sterling, 1847 Rogers 
Bros., Holmes & Edwards, and Interna- 
tional Stainless flatware, as well as both 
Sterling and Silverplated hollowware will 
be featured in the campaign. 

“This intense concentration of advertis- 
ing on this one audience will send more 
people than ever before to your store to 
buy International products, for the Life 
market is tremendous,” said Munson. 
“More than 26,000,000 readers each week: 
more than 70,000,000 different people in 
13 weeks,” he pointed out. 


Palladium Trophy Awarded To 
Winner of Speed Boat Race 


Henry Lautenback, winner of the recent 
International Grand Prix speed boat race 


in Miami, was presented with a $7,500 
palladium trophy 

Photo shows Lautenback (left) with 
billy Ritner, owner of the winning boat, 


following the race. 


Landers, Frary & Clark 
Announces Price Reduction 


Landers, Frary & Clark has announced 
a reduction in the retail price of its No 
6230 “Universal” portable hand mixer 
from $19.95 to $17.95. 


dealer profit margins are unchanged 


Distributor and 


Last month the firm reduced the prices 
of four of ite irons and two toasters 





SUC Publishes 1956 Edition 

of Cylinder Crystal Catalog 
Standard Unbreakable Watch Crystals, 

Ine., 123 Bast 144tth St.. New York, (SUC) 

manufacturer of “Rocket Cylinder” crys 

tals, has just published its 1956 cylinder 

crystal catalog. 


The catalog, shown in the photo, incor. 





porates all previous catalogs and supple 
ment releases. It also contains the releases 
which will be forthcoming in 1956. Copies 
of the new catalog and complete reference 
charts may be obtained through material 
wholesalers or by writing to the firm 


GE-Telechron Clocks Plans 
Further Emphasis on Color 


Color will be one of the strongest sell. 
ing features in General Electric-Telechron 
clock’s new models and designs during 
1956, according to Russell T. Woodward, 
marketing manager of the Clock and Timer 
Department, Housewares and Radio Re 
ceiver Division, General Electric Co. 

‘Last year proved that we were right in 
our introduction of more color in kitchen 
clocks, as well as new, decorative designs 
in wall clocks and alarms. We plan to con- 
tinue this direction in 1956,” Woodward 
said 

Woodward and William Judson, director 
of appearance design for (©. -Telechron 
clocks, predict more clocks designed for 
every room in the house, with colored dials 


and cases 


Ronson To Centralize Its 
U.S. Production in New Plant 


Konson's entire lighter produs tion in the 
L. S. will be centralized in a new modern 
lighter and accessory plant now under con 
struction in the Delaware Water Gap area 
of Penneylvania, according to Louis Y 
Aronson Il, president of the firm 

fhe new plant is scheduled to be com 
pleted and occupied by July, 1956. It will 
be the largest lighter production and re 
search center in the world, says Aronson 
The new Ronson plant will be a one story 
110,000-equare foot building 
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Howard Clock Products Boosts 
Production of Quality Clocks 
Howard Clock Products, Inc.. of Wal- 


tham, Mass, successor to the original 
EF. Howard Clock Co. of Boston, established 
in 1842, is now increasing ite production 
of high grade Willard banjo, grandfather, 
grandmother and wall clocks. 

These clocks, now available to the finer 
retail feature the traditional 
weight and pendulum escapement. 

For the past 25 years, the firm has spe- 
cialized in the production of precision in- 
strument parts, together with tower, public 
building and commercial clocks. 

H, CC. Keeman, a veteran of more than 
50 years in clock manufacturing, and asso- 
ciated with Howard for 22 years, is presi- 
dent; his son, Robert A., who has been 


jewelers, 


with the firm for 16 years, is vice-president 
and plant manager, 


Steel Co. Sponsors Display 
Of Stainless Steel Fiatware 


The Allegheny Ludlun Steel Corp. re- 
cently sponsored a winduw display in the 
Oliver Building, Pittsburgh, which fea- 
tured stainless steel flatware made of its 
steel, 


The window, shown in the photo, fea- 


Dba (tt Stam bhd S70bk ai bene ees Ve ae 


tured the “Northland” and “Surf Maid” 
patterns of Wm. A. Rogers Stainless by 
Oneida Lid. Silweremithe 


Electric Housewares Industry 
Reports $1 Billion Sales 


“The ‘billion dollar baby’ envisioned by 
the electric housewares industry at the 
start of ite campaign in 1950 has become 
a reality with the achievement of over a 
billion dollars in saies for the past year,” 
eave & recent announcement from the blec- 
tric Housewares Section of the National 
Electrical Manufacturers Association 

At the start of the campaign to sell elec- 
tric housewares as gilte for all occasions 
eix years ago, annual retail sales hgures 
were about half the stated goal 

Based on the billion dollar volume, said 
to be a conservative estimate, electric 
housewares rank third in the entire elec- 
trical appliance industry, following refrig- 
erators and washing machines. In 1956, the 
industry plans to continue to utilize the 
promotion techniques which were success- 
ful during the past year in selling electric 
housewares as gifts for all occasions. 
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Holmes & Edwards Introduces 
New ‘DeepSilver’ Fiatware 


“DeepSilver” is the name chosen by 
Holmes & Edwards Division of Interna- 
tional Silver Co. for ite new standard of 
quality in silverplate. 

Never before has silverplated flatware 
been lavished all over with so much pure 
silver, says the firm. In the new silver- 
plating process, each piece in a Holmes 
and Edwards service is enriched with more 
pure silver applied under modern methods 
of control. 

To symbolize the new DeepSilver proc- 
ess in ite advertising and merchandising 
campaign, the firm has selected the spoon 
and silver ingot shown in the photo. The 
firm will continue its exclusive policy of 


reinforcing most-used forks and spoons 


with sterling inlaid at touch points to en- 
sure longer service, 

New DeepSilver will be available in a 
new pattern, “Silver Fashion,” being intro- 
duced to consumers in April. Silver Fash- 
ion is available in open stock and regular 
complete services for 6, 8 and 12: prices, 
with chests, range from $54.40 to $300. 
In conjunction with the new process, a 
new line of chests is being introduced. 


Sheaffer Pen Co. Announces 
Spring Window Display Contest 


A spring window-display contest with 
216 cash prizes for the best decorated 
windows has been announced by the 
Sheaffer Pen Co, 

The contest, open to all dealers in the 
U. S., will run through June 1, There will 
be three lop prizes of $100. three prizes 
of $50, 10 prizes of $25, 50 prizes of $10 
and 150 prizes of $5. In conjunction with 
the contest, Sheaffer is offering dealers a 
light and motion spring window display 
unit which features the “White Dot 
Snorkel” pen, 

To enter the contest, dealers must sub- 
mit a photograph of their Sheaffer window 
display to the firm's Fort Madison, lowa, 


offic ©. 


Reed & Barton Announces New 
Contest for High School Girls 


Reed & Barton, Taunton, Mase., has an- 
nounced that it will held its “Sterling for 
Graduation” contest for high school seniors 
again this year. 

The contest, designed to stimulate ster- 
ling sales and pattern selections among 
high school girls, will run from April 1 
to June 15. Reed & Barton is providing 
126 prizes, including a complete sterling 
service for 8 in a deluxe chest. 


Feature Ring Co. Offers 
Franchise Display Unit 

Feature Ring Co., Inc., 130 West 46th 
St. New York, maker of “Feature 
Lock/Feature-Glo” interlocking diamond 
rings, is currently offering dealers a fran- 


chise display which can be used as a win- 
dow display, on a counter or suspended 
from the ceiling. 

The display piece, shown in the photo, 
is constructed with a gold-tone metal frame 
highlighting the jeweler’s name. It is black, 
blue and red and is illuminated by fluores- 
cent lighting; it measures 15 in. in length 
by 6 in. in heighth. Dealers may obtain 
the new franchise display through whole- 
salers or by writing to the firm. 


Community To Hold Half-Price 
Sale of ‘Evening Star’ Pattern 


The Community Division of Oneida Ltd. 
Silversmiths has announced that its “Even- 
ing Star” pattern will be offered in stand- 
ard 52-piece and 76-piece services at 
one-half off the open stock prices during a 
special sale from April 16 to April 28. 

Each service will be packaged free of 
extra charge, in a deluxe drawer chest. 
Evening Star was placed on the inactive 
list on Feb. 1; this will be the first sale on 
the pattern Stock orders are now being 
taken for the sale; in order to assure 
prompt delivery, no orders will be accepted 


after March 16. Dealer aids are available. 


imperial Knife Co. Offers 
Low Cost Steak Knife Set 


Featured under the trade name, “Ham- 
mer Brand, Ltd.,” Imperial Knife Co., Inc., 
1776 Broadway, New York, is introducing 
a new low cost six-piece steak knife set. 


| he set, 


shown in the photo, is pack- 


aged in a coral and grey gift box with 
heavy, transparent acetate covering. The 
blades are of stainless steel and the han- 
dies of long-wearing ivory plastic with a 
gleaming cap and bolster 
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1881 (R) Rogers (R) Offers 
New ‘Hide-Away’ Buffet Tray 


The introduction of a special “Hide 
Away” buffet tray, containing a 52-piece 


service for eight, made so that it fits into 
the drawer of a buffet or sideboard, has 
been announced by the 1881 (R) Rogers 
(R) Division of Oneida Ltd. Silversmiths. 

The new Hide-Away tray, shown in the 
photo, is designed to meet limited budgets 





or to satisfy consumer demands for more 
compact space in which to store their table 
settings. 

The tray retails for $39.95, as compared 
with the price of $59.75 for the same 
pieces in a Modern Drawer Chest in blond 
or mahogany finish. The new tray unit is 
ll in. by 16 in. and is made of a sturdy 
material; the silverware is racked in rich 
red duvetyn and the flap at the top may 
be drawn over to protect the silverware 
when not in use. 

The Modern Drawer Chest is lined with 
a special anti-tarnish material. 


Karian & Bleicher Offers 
Comprehensive Mat Service 


A newspaper advertising mat service, 
consisting of a wide variety of comprehen- 
sive ad mats ready for insertion in news 
papers, is currently being offered retailers 
by Karlan & Bleicher, In 1 West 52nd 


St.. New York 


Ihe mat service catalog, shown in the 





photo, covers all the conventional K & B 


diamond rings, lock sets, weight series 
diamonds, “Stellate” diamond settings and 
the newly-announced “Spectaculight” set- 
tings. It may be obtained free through 


w holesalers. 
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‘Keepsake’ Ads To Be Featured 
In 11 National Magazines 


A. H. Pond Co., Inc., Syracuse, N. Y.., 
maker of “Keepsake” diamond rings, will 
run Keepsake ads in Il national maga- 
zines this spring, according to an announce- 
ment from the firm. 

At the height of the 
Keepsake ads will appear on the average 
of every four days in: Life, Look, Charm, 
Seventeen, Brides, Modern Bride, Modern 
Screen, Mademoiselle, Good Housekeeping, 
Farm Journal and Country Gentleman, and 


spring season, 


Ebony. 

All the Keepsake ads are dealer-localized 
by the Etiquette Book coupon and the 
“Yellow Pages” telephone book directory 
where-to-buy-it feature. 


Westclox Introduces ‘Snowfiake' 
Electric Wall Clock at $5.95 


Westclox Division of General Time Corp. 
is currently introducing the “Snowflake” 
electric wall clock, said to capture the 
natural beauty of the snowflake. It retails 
at $5.95. 

The new clock features a non-breakable 
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Westclox 


crystal and a three-dimensional dial, It 
has a front hand-set knob and comes in 
red, mint green, pink or charcoal, West 
clox is offering dealers a counter display 
unit, shown in the photo, which features 
three of the new clocks. 


Hamilton Announces Intensive 
Ad Campaign for New Watches 
Mare h 24. the 


Watch Co. will launch an intensive adver- 


Beginning Hamilton 
tising campaign for its new series of “Time 
fone” watches, according to an announce 
ment by Lowell F. Halligan, vice-president 
in charge of sales. 

The new Hamilton watches show simul 
taneously and without resetting the correct 
time in each of the four U. S. time zones, 
as well as Greenwich Time. One model 
in the new series is the “Cross Country”: 
two other models, the “Trans-Continentals,” 
will be available in March. 

Full page four-color ads will be used 
to promote the new watches in Time, Neu 
Yorker, Collier's, National Geographic and 
Look, Double spread ads will appear in 
jewelry trade magazines, and newspapers 
throughout the country will carry ads pro- 
moting the new watches. 





German Camera Production 
increased 26 Per Cent in ‘55 


Production of still cameras in Germany 
increased 26.4 per cent in 1955 over the 
preceding year, reaching a total of 24 
million units, according to latest govern- 
ment statistics. 

The total bt .i4l 
cameras for technical and scientife pur. 
poses, and the remainder in regular com- 


consists of spe ial 


mercial units ranging from box cameras 
to expensive cameras. 

The U. S. Tariff Commission has dis 
missed an application from the Wollensak 
Optical Co., Rochester, N. Y.. and the 
Photograph & Precision Optical Workers’ 
Union for an investigation of possible dam 
age to domestic firms from imports of 
camera shutters and parts. No reason for 
the dismissal is given. 


Census Bureau Conducting 
Annual Trade Survey 


The [ S. Census Bureau is conducting 
its annual trade survey of inventories, an- 
nual sales, and accounts receivable of all 
types of business, 

The survey, the only continuing source 
of important year end information, began 
early in January. Kesults of the survey 
are important to the distributive trades and 
government agencies 

Reports are not being required from all 
retail firms, but only from a selected sam- 
ple of each category Results will show 
regional annual sales figures, national in 
ventory figures, sales-inventory ratios, and 
charge and installment accounts receivabie 
as of the end of the year, Reports will 


broken down on sales size and location. 


53-Pc. Service for 8 Featured 
in Reed & Barton Spring Sale 
Reed & Barton. Taunton, Maee«., 


“Spring Sale” of plated 


has an- 
nounced a ape ial 
flatware featuring a 53-piece service for 8 
in a tarnish-proof chest at $79.95, retail 


The service, shown in the photo, has @ 





regular retail price of $115.25; dealers can 
ofier the epee al set at @ saving of $55., 
while maintaining their regular mark up. 
Patterns featured in the special sale are 
“Dresden Rose,” “Silver 


Blossoms. : 


, b eativity and 


Special transportation and advertising 
allowances, window display cards, news 
paper mats and other aide are being of- 


fered for the sale 
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News of Personnel 








Jacques Kreisler Manufacturing Corp., 
9015 Bergenline Ave., North Bergen, N. J., 
has announced a number of changes in its 
sales staff 

Sidney F. Mohbell, former represen- 
lative in the northwest area, has been pro- 
moted to take over the San Francisco, 
northern California and Nevada territory. 

Robert Ressler, former representative 
in the Minneapolis-St. Paul area, has been 
promoted to take over the northern Indi- 
ana, southern Michigan and suburban 
Chicago territory 


SIDNEY MOBELL ROGERT RESSLER 


focquet Kreisier jacques Kreisier 


Samuel Kurtz has been appointed rep- 
resentative for the South Dakota, Nebras- 
ka, southern lowa and northern Missouri 
area, 

Duane E. Sherburne has been ap- 
pointed representative in the Minnesota, 
North Dakota, 


northern lowa territory. 


western Wisconsin and 


SAMUEL KURTI DUANE SHERBURNE 


7vet FP reities mQqves Areisier 


Willard R. Davis, president of the King 
Silver Co., 72 K St., Boston, announces the 
appointment of Max Kornberg as sales 
representative in the eastern territory, 
Kornberg, who has been a manulacturers’ 
representative since 1922, will make his 
ofice at 366 Fifth Ave. Suite 816, New 


York 


A. Blumetein, president of Lucien Pic- 
ecard Watch orp., 37 West 47th St.. New 
York, has announced the appointment of 
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Maurice Rostand as West Coast sales 
manager. Rostand, formerly with the 
Longines-Wittnauer Watch Co., has been 
travelling throughout the United States for 
the past 30 years. 


MAURICE ROSTAND 


Lucien Fit va 


Emanuel Hochman, vice president and 
general sales manager of the Bulova Watch 
Co., has announced the appointments of 
four sales representatives: 

Emanuel Bisher, who has called on 
the retail jewelry trade for many years, 
will cover Alabama. His headquarters will 
be in Birmingham. 

Louis Sable will cover southern Cal- 
ifornia and northern Oregon. He will make 
his home in San Mateo, California. 


LOUIS SABLE 


Bulova 


EMANUEL BISHER 


Bulova 


Mervyn Weis will cover northern Cal 
ifornia, including the cities of San Fran 
cisco and Oakland. 

Frank Donovan, who has been with 
Bulova for the past three years, will cover 
an extensive portion of New England, 


MERVYN WEIS FRANK DONOVAN 
Bulova Bulova 


Maury Ash, vice president in charge of 
marketing for the Gruen Watch Co., has 
announced the appointments of three sales 
representatives: Bernard Morris _ will 
cover Pennsylvania; Milton M. Scher 
will cover the New England states; and 
Tony Carson will cover southern Texas. 


MILTON SCHER 


Gruen 


BERNARD MORRIS 


(oruen 


ALAN LEE SLATON 


Plolrer 


TONY CARSON 


foruen 


Ted Kreuter, sales manager of the 
Holzer Watch Co., announces the appoint- 
ment of Alan Lee Slaton as Tissot rep- 
resentative in the mid-western territory. 
He will cover Wyoming, Colorado, New 
Mexico, Arizona, lowa, Kansas, Nebraska 
and Missouri. 


R. J. Pausback, sales manager of the 
Ralph Singer Co., 656 N. Western Ave., 
Chicago, manufacturer of rhinestone jew- 
elry, announces the appointments of four 
sales representatives: 

Irving Levy will cover Michigan, In- 
diana and western Kentucky. 

Jack Joseph will cover Ohio, West 
Virginia, western Pennsylvania and east- 
ern Kentucky. 

Alan Lee Slaton will cover Kansas, 
Nebraska, Wyoming. Colorado, New Mex- 
ico. «6CArizona, Missouri exclusive of St. 
Louis, and lowa exclusive of the River 
cities. 

Eben A. Barker, who formerly repre- 
sented the firm in Michigan, Indiana and 
Kentucky, will now cover the Florida, 
Georgia and South Carolina territory. 
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‘Horolovar 400-Day Clock News’ 
Explains 11 Suspension Units 


The February, 1956, issue of the “Horolo- 
var 400-Day Clock News” is devoted en 
tirely to the 11 Suspension Units in cur 
rent use by Kundo (Kieninger & Oberg 
fell) 400-day clocks. 

A detailed explanation of all 11 units 
is given; in addition, full size illustrations 
of each unit serve as guides for attaching 
the blocks and fork correctly to the sus- 
pension spring. 


Seth Thomas and Westclox 
Combine Sales Forces 


General Time Corp. has combined the 
sales forces of its Seth Thomas and West- 
clox divisions under the Westclox division 
to secure wider distribution and better 
service to the trade, according to H. J. 
Wagner, vice-president and 
sales. 

Wagner also said that General Time 
will produce no more 17-jeweled watches 
under the Seth Thomas trade mark but 
that watches will continue to be serviced 


director of 


and repaired at the company’s plant at 
Thomaston, Conn. 

Seth Thomas will concentrate produc. 
tion and distribution on a complete line 
of fine clocks, These will include electric 
and spring clocks as well as strike and 
chime clocks. 

William F. O’Brien, who has been as- 
sociated with Seth Thomas for more than 
20 years, has been appointed sales man 
ager for Seth Thomas clocks. 

Wagner also announced that Seth 
Thomas watches have been removed from 
fair trade at all levels. Seth Thomas 
clocks, however, will remain under fair 
trade with the exception of those models 
which are being discontinued. 





William B. Gassaway has been named 
of Hamilton 
Beach Co., Division Seovill Manufacturing 


sales promotion manager 
Co., Racine, Wisc. Gassaway was formerly 
the field manager in the Memphis-New 
Orleans area. 





BOB GINGRICH 


WV eff er 


WM. 8. GASSAWAY 


fon Bea ry 


ng Berry 


Bob Gingrich has been appointed sales 
representative in the southwest territory 
for Wefferling Berry & Co., manufacturer 
of emblematic jewelry 

Cingrich will cover Texas, Oklahoma. 
Louisiana, Mississippi, Arkansas, Alabama 
and Tennessee. He was formerly with B 
(. Clark & Sons, Oklahoma City 
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Eigin Watch Co. Course 
Now in Fourth Session 


Eight Elgin and two Dundee, Illinois, 
high school seniors who enrolled in an 
on-the-job stenographic training course at 
the Elgin Watch Co. are getting a preview 
of job opportunities after graduation 
Now in its fourth session, the training 
program was started by the firm in 19553, 
when two groups of ten girls were chosen 

Girls are selected for the training at the 
start of each school year through screen. 
ing by school faculties, interviews by 
company officials, and standard personne! 
aptitude tests. Only the ten best are a 
cepted, according to E. H. Wissmath, 
Elgin’s office manager, who directs the 
program with Miss Marguerite Schaffter, 
stenographic department manager. 

The program is conducted on Saturdays 
[he girls receive lectures by managers of 
various departments and get stenographi 
practice through 
typing form letters and doing dictation 
transcriptions. Each girl is paid a salary 
for her time on the job, Wissmath reports, 
giving her spending money she would 
ordinarily earn in some part time work 


assignments euch as 


unrelated to her future interests. 


Emblematic Jewelry Maker 
Wins State Safety Award 


The Kinney Co., 100 Stewart St., Provi- 
dence, R. |.. manufacturer of emblematic 
jewelry, was recently presented with the 
Rhode Island Department of Labor Safety 
Awaid. It earned the award for its out- 
standing record of active safety programe 
which resulted in a minimum of accidents. 

Photo shows Frank Marcaccia (ieft), 





chief of the Industrial Inepection division, 


Khode Island Department of Labor, hand 
ing the award to Stuart Goodman, repre 
senting the Kinney Co. 


Hamilton to Manufacture Gages 
As Diversification Measure 


As part of ite long range diversification 
program, the Hamilton Watch Co, has now 
entered the high precision gage field, a 
cording to an announcement by Arthur B 
sinkler, president 

Hamilton has acquired all rights to 
manulacture and distribute “Kwik-Chek” 
gages, formerly produced by the New 
Standard Corp. of Mt. Joy, Pa. Manulfa 
turing began early in February and Hamil 


ton is scheduling deliveries for thie month 








Gorham Co. Introduces New 
Silversmiths Liquid Polish 


Following six years of research, the 
Gorham Co. has introduced its new Silver 
smiths Liquid Polish, It will retail for §1. 





Though no harsh irritants are used in 
the manufacture of the new polish, Gor 
ham reports after testing that its new 
formula brings out the true silver luster. 

Among the free sales aide which will be 
shipped with initial orders is the counter 
unit shown in the photo. It displays one 
or four bottles. 


Arien Creates Giant Trophy 
For "Miss ice Capades of 1955’ 


Arien Trophy Co., 50 Gold St, Brook 
lyn, New York, recently had the distin 
tion of creating a 6-loot high, life size 
trophy said to be the largest of its kind in 
the world, 

The trophy, shown in the photo, was de 
signed and manufactured for Mise Lois 
Clark, who was named “Miss lee Capades 
of 1955” during an lee Capades show in 
Syracuse, N. Y 

The base of the huge trophy is solid 
black walnut; rising from it are four fluted 





lonic columns of golden “Hich4zlo” which 


surround a Victory figure in the centet 
Atop the columns is a second base which 
supports a Victory Cup surrounded by tour 
modeled skating figures. The giant trophy 
has been valued at $1000 by the Arien 


firm 


Ls] 





CLASSIFIED ADS 


RATES AND REGULATIONS 


“SITUATION WANTED” -—Regular type —_ $2.00 first 25 words; 


additional words, 10 cents per wor 


Heavy type $7.00; ad- 


ditional words 25 cents per word, 


"HELP WANTED’ —LINES WANTED”—and “SIDE LINES”—Regular type $4.00 


first 25 words; additional words 15 cents per word. 
words; additional words 25 cents per 


type $7.00 first 25 


word. 


Heavy 


ALL OTHER HEADINGS——Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


Name, 
tions count as words. 
If anewers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 
Remittance with order. 


No Agency Commission. 


In answering Box Numbers address envelope “Box 


Address, Initiale and Abbrevia- 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address Box 


#—, care of J C-K.” 


” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA 





eerie mamta St mare 
Situations Wanted 


nation wide 
Address “S., 1816," care 


BOX & display salesman, 
foilo wits 
of J ¢ hy 


WATCHMAKER, with sales experience, 
looking for position in Hoston or vicin- 
ity top references (4Arrigaon 7-4197 
or P, ©. Box 17, Boston 14, Mase 


UROPEAN watchmaker with 25 years 
experience seeks position; specializes 
in Bwies line; slow but sure: will work 
anywhere, Address "145" care of J C-K 


WATCHMAKER, experienced and relia- 
ble mechanic seeks steady job in fine 
retail store in midwest, Address “P., 
1567,” care of J C-K 


A-l jewelry repairman and diamond set- 
ter, age 50, presentiy employed, seeks 
to relocate, southwest preferred Ad- 
Greas “N.. 1792," care of J C-K 


BALEBMINDED ecredit office manager : 
middle age, heavy diversified experience 
retail jeweiry business: reference. Ad 
dress "R., 18156." care of JI C-K 


BALERAMAN, married, experienced, 
watches and jewelry, retail following 
metropolitan New York desires change 
with established as Addresa “O., 
1846," care of J C-K 


MANAGER. RALMEBMAN, 25 years’ experi- 
ence in all phases he ee display, 
credit, sales, collections and promotions: 
diamonds and watches a specialty. Ad- 
dress “J, 1813." care of JI C-K 


EXPERIENCED watchmaker is seeking 
pernee with high classe concern requir- 
ne high grade workmanship: excellent 
references Addresa “S., 1824,’ care 


ord © 


BOOKKEBRIER expert credits collec- 
tions, thorough knowledge of production 
and cosets; extremely capable, outatand- 
ing record. Address “S., 1672." care of 
I CK 
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SALESMAN, Miami resident, wishes es- 
tablished line Florida and or border 
states, retailers, or jobbers; have jobber 
following in Miami: emall drawing. 
Address “V., 1819.” care of J C-K 


SWIS8S-TRAINED European watchmaker, 
10 years’ experience, wishes steady posi- 
tion in high grade store; specialize in 
all types of fine watches. Address “E., 
1783," care of J C-K, 


JEWELER with 25 years’ experience as 
& manufacturer desires position in any 
branch of the business, an estimator on 
special order work; New York pre- 
ferred. Address “152,” care of J C-K. 


WATCHMAKER: 19 years experience ; 
finest references ; 40 years old ; married ; 
go anywhere: salary or commission; 
former employer gone out of business. 
Address “., 1822,” care of J C-K. 


FOREMAN, polishing, plating expert, 12 
years with the same firm, seeks job ase 
department head, overall foreman, pro- 
duction manager: will relocate. Address 
"147." care of J C-K 


YOUNG woman, bookkeeper, thoroughly 
experienced in handling all details for 
manufacturing or wholesale jewelry 
firm: best references Address ‘“'l., 
1738." eare of J C-K 


COMBINATION watchmaker, 
diamond setter and engraver: highly 
efficient: 35 years’ experience; desires 
permanent position in fine store, South 
preceures. Address “T.. 1808," care of 

q« 


jeweler, 


WATCHMAKER also jewelry’ = repair, 
stone setting and sales experience 
gomology student: age 29 family man 
desires position with management in 
mind Address “D., 1838," care of 

C.K 


Cc aw oe master watchmaker, also 

1A.A. certificate, desires employment 

“s peo Angeles area; family man, mid- 

thirties ; character and credit references 

furnished. Address “L., 1782,"" care of 
C.-K 


MANAGER, admirably experienced every 
attribute voluminous retail credit op- 
eration; sensational ability engineering 
year ‘round diamond business from al 
departments. Address “S., 1784," care 
of J C-K. 


SALESMAN, covering St. Paul, Minnea- 
polis and immediate market seeking 
jewelry or gift noveity line to represent 
will service accounts established and 
create new ones. Address “P., 1779,” 
care of J C-K 


YOUNG MAN experienced all phases 
manufacturing office procedure cus- 
tomer relations sales presently man- 
aging order department large manu- 
facturer: desires change. Address, “T., 
1823," care of J C-K 


EXPERIENCED diamond jewelry sales- 
man wishes to connect with high class 
jeweler in fine following; speak fluent 
Spanish and French; at present con- 
nected with Park Avenue New York 
jeweler; interested in making a change. 
Address “151,” care of J C-K. 


BOOKKEEPER accountant male; full 
charge general ledger, P/L statement, 
Bal Sheet, Taxes, Credits and collec- 
tions, perpetual inventory ; excellent ex- 
perience with established watch im- 
yorter: superior references; prefer New 
Vork City. Address “153,” care of J C-K 


WATCHMAKER wants permanent posi- 
tion with highest type jewelry store; 
30 years’ experience, Elgin graduate 
12 years in present position as front 
man and salesman; excellent mec hanic 
finest re ferences Address “H., 1718 
care of J C 


WATCHMAKER, desires position within 
150 miles of Pittsburgh, Penna.; Bow- 
man graduate, 20 years’ experience, 
married, 40 years old, prvag rs 4 em- 
ployed; good references ; can take full 
charge. Address “N., 1778," care of 
J C-K 


ENGRAVER, 11 years experience, at 
present employed can offer absolute 
top references 36 years of age and 
family man; seeking location in fine re- 
tail store in south or southwest area; 
interested only in permanent position. 
Address, “S., 1771," care of J C-K 


LOS ANGELES this retail diamond, 
watch, jewelry salesman, buyer, mer- 
chandiser, manager has earned most 
successful record producing greater 
sales volume for high-type retailers and 
department stores; get facts; you will 
want him. Charles Hynes, telephone 
DUnkirk 7-0065, Apartment 411 


WATCHMAKER, jewelry repair, light 
stone setting, desires position with 
small jewelry chain; 12 years experi- 
ence, age 34, family man, conscientious, 
reliable, good reference presently em- 
ployed; like to make change in Spring 
or Fall; position must pay well, no lay- 
offs: desire city 20.000 up. Address ‘T., 
1769." eare of J C-K 


ATCHMAKER wants permanent posi- 
tion with highest type cash jewelry 
store; long years of unusual experi- 
ence; capable, especially on Patek Phil- 
lippe, Le Coultre and all other finer 
grades; excellent references; customer 
contacts not desired salary $125 weekly 
minimum. Address “E 2589," care of 
J C-K 


JEWELER Stylist European training, 
managing many years high class 
New York shop; creates & superv. 
from design to entirely finished 
product of fine jewelry; experienced 
in merchandising, selling, has fol- 
lowing; wishes to change; New York 
city only. Address, “150” care of 


J CR, 


YOUNG man, 325 thorough knowledge dia- 
monds, watches, jewelry etc.; 15 years’ 
experience, wholesale and retall, de- 
pendable, fine appearance, excellent 
reputation and references, desires to be- 
come associated with established con 
cern offering permanent, subetantia! 
position of sales or administrative ca- 
pacity; New York area. Address “S., 
1821." eare of J C-K 


THe JeweLers’ CIRCULAR-KEYSTONE 














BUYER, manager early thirties, desires 
A-1l connection with firm of reputation : 
presentiy employed as complete head 
in chain operation, have thorough 
knowledge of merchandising, sales, 
credits, display, advertising, promotion 
and sales supervision; will consider de- 
partment store or chain operation: pre- 
er eastern seaboard Address “Pp 
1765 care J C-K 


EXECUTIVE store manager person- 
able 20 years experience all phases 
fine jewelry store operation; ac- 
counting, merchandising, personnel, 
top sales record, experience ob- 
tained with one of country’s out- 
standing jewelers; presently located 
in smaller store, desires relocate; 
excellent references. Address, “H., 
1793.” care of J C-K. 


SEEKING live wire organization that 
ean use to their good advantage 
services of well-known diamond 
buyer and assorter; most extensive 
experience all phases loose and 
mounted—bunch rings, ete.; credits, 
sales, administration and selling 
ability; would also consider partner- 
ship salesman with following; con- 
fidential. Address “146,.”’ care of 
Jc-K. 


MANAGER and supervisor, have man- 
aged top store in leading chain or- 
ganization for 15 years; increased 
an annual volume from $200,000 
to $700,000; successfully supervised 
chain of seven stores; have demon- 
strated ability to train and inspire 
an organization; possess drive and 
enthusiasm needed for profitable 
operation, the know how in promo- 
tional sales, and every phase of 
credit jewelry success. Address, “F., 
149.” care of JC-K. 








Lines Wanted 


MANUFACTURER'S representative; any 
lines of merit work from &St Louts 
best of references. Address "“M 1785." 
care of JI CK 


WHOLESALER and manufacturers agents 
with attractive down town offices two 
salesmen cover five sestates. interested 
In new titers; 5629 Altman RHuilding, 
Kanease City 6, Missouri 


REPRESENTATIVE, 
travel New York, Connecticut, wants 
manufacturers importers outstanding 
line jewelry novelties, costume, summer 
jewelry intensive active coverage. Ad.- 
dress ‘ti., 78," care of J C-K 


better following, 


JOBBER needs low priced American 
made costume jewelry line; estab- 
lished clients for our costume jew- 
elry imports; represented on west 
coast; exclusive only; Tropice p. p. 
Box 304, Belmont, California. 


PACIFIC comet factory representative 
calling on better stores desires line of 
rings and mountings or cases, attach- 
ments and bracelets in gold and plat- 
inum to go with non-competing line; 
commission basia; finest references. Ad- 
dress ““L.., 1789," care of J C-K 
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FINE line wanted by man of many 
years’ experience in fine jewelry 
field: territory entire South and 
Southwest with which am _thor- 
oughly familiar; excellent clientele 
in all of better stores; prefer one 
line from which volume can be 
produced, John R. (Jack) Hewett, 
Apt. E11 Yacht Basin Apartments, 
Clearwater Beach, Florida, Tele- 
phone 35-3281. Formerly with 
Larter & Sons, Newark, N. J. 


SALESMAN—who has traveled exten- 
sively for twenty-five years in “key” 
cities of midwest and southern states 
with silver plated ware line; has the 
respect and confidence of the depart- 
ment and jewelry store buyers; has 
averaged over $150,000 volume every 
year: is open for two lines, plated-— 
sterling ware watches or costume 
jewelry lines; have always been con- 
sidered the tops in the industry; can 
finance myself at all times, will con- 
sider replies from reputable manufac- 
turers only, knows how to handle sales- 
men and will travel extensively, open 
for interviews after March 15. Address 
“T,. 1806," care of J C-K 


Side Lines 





SALESMEN wanted covering greater New 
York, New Jersey, Florida and sur- 
roundings : all established territory. Ad 
dresa “G.. 1843." care of J ('-K 


SALESMAN wanted to carry line of stone 
rings and wedding rings highly styled 
and very salable on commission basis; 
all details in firet letter please, Address 
"M.. 1812," eare of J C-R 


IMPORTER of fast selling, non competi- 
tive line of costume jewelry seeks sales- 
men: choice territories open; commis- 
sion basis: state experience, references; 
Address “I., 1826," care of (*-K 


SALESMEN wanted to sell hand-painted, 
cloisonne and enameled sterling jewelry, 
barrettes, bracelets, brooches, ete 20% 
commission. F. A. Hermann Company, 
20 Belmont Place, Melrose Highianda, 
Masa 


SALESMEN interested in carrying com 
plete or part of costume jewelry and 
religious goods jobbers’ line in Central 
and Northern California, contact Lenco 
Jewelry, Inc., 315 W. 6th St., Los An- 
geles, Calif 


SALESMAN with following in Bouth rep- 
resent manufacturer of diamond watches 
and attachments, platinum diamond 
rings, ete commission basis; draw if 
qualified. M. Fisher Company, 2 W. 47th 
St.. New York, N. ¥ 


WANTED: an experienced salesman by 
manufacturer of 14K gold fancy ring 
mountings: pin mountings and earring 
mountings, for middle weet or part of 
the middle weet: commission basis: give 
references. Address 148," care of JI C-K. 


CHARM bracelets $1.00; retailers-rep- 
resentative, experience only, wanted 
with wholesale and premium trade 
following, also catalog houses; state 
territory with first letter. Address, 
“D., 1795.” eare of J C-K. 


SALESMEN with established territory 
for popular priced stone rigs and 
diamond line; commission; state ex- 
perience territory and references; 
Senwartz Jewelry Co., Ine., 850 Elk 
Street, Buffalo 10, New York. 


SALESMAN with retail following to 
feature complete religious jewelry 
line at competitive prices; 1244 % 
straight commission; territories 


open; west coast, midwest and 
Texas. Address, “L., 1836,” care of 
J C.K. 


SYALESMEN with following among better 
gift, jewelry and department stores, to 
carry, as side line, a popular priced and 
highiy setyled line of brass costume 
jewelry, including a unique line of men’s 


jewelry several territories open; 12% 
commission Address ‘Tl’. 1807," care 
of J C-K 


—— 


SALESMEN. with following of the better 
retail jewelry stores only, for the finest, 
most comprehensive line of marcasite 
jewelry made, Texas, Chicago and Cali- 
fornia territories on a straight ten per 
cent (100) basis; when writing, please 
state references. Kimier & Daniel, Ine., 
83 Canal Street, New York, N. ¥ 


SALESMAN with following among well- 
rated stores, and now carrying non- 
conflicting line, to carry complete line 
of high quality men's and ladies’ rings, 
birthstones, onyx, pearls diamond 
trimmed fancies; ten percent commis- 
sion basia; many territories open. Ad- 
dress “H.. 1644," care of > kk 


SALESMAN with following for an out- 
standing promotional line of 14K 
white gold diamond watch cases for 
name brand movements; also com- 
plete diamond watches with our own 
or name brand movements; good 
commissions. Address “C., 1545,” 
care J C-K. 


TOP notch manufacturers stone ring line; 
to retail, credit and chain stores; ready 
and waiting to go; cok-act, beautifully 
styled, priced right territories open; 
Texas and surrounding states, south- 
east, Iliinoia, Indiana; Ohio and or sur- 
rounding states; gave details first letter, 
strictest confidence. Address “Ti., 1840," 
care of J C-K 


SALESMAN for popular price line sterl- 
ing silver baby goods and novelities for 
far weet territories: thie le a growing 
line and should make an excellent side 
line for saleemen making the large and 
small cities calling on jewelers, depart. 
ment stores and wholesalers commis- 

sion baste. Address “C.. 1773." eare of 


J 


EXCELLENT openings available for mid- 
west, coast and southeast areas, calling 
on retail outiets men desiring addi- 
tional incomes; earn 15% commission 
selling proven line of fast moving qual- 
ity leather watch straps, full protection 
and followup of all saies with adver- 
tising. L. Kane & Co., 128 8. Sth &t., 
Phila. 6, Penna 


SALESMEN wanted; one for Chicago 
and midwest; one for New York 
(greater New York included); New 
Jersey, Philadelphia, Baltimore and 
Washington; side line of manufac- 
turer's exclusive 14K jewelry, suit- 
able for high class trade only; com- 
mission basis, Address, “N., 1827," 
care of J C-K. 


AGGRESSIVE salesmen with following 
among fine jewelers department and 
leather goods stores with proven 
sales record to sell custom quality 
leather watch straps and sterling 
silver comb and file sets in fine 
leather cases can be handled in con- 
junction with non-conflicting lines 
on a commission basis; Hlinois, 
Texas, Oklahoma, California, Wash- 
ington, Oregon, open. Address, “S., 
1794.” care of J CK. 


(Continued on page 184) 
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Help Wanted 


WANTED, two A-l watchmakers: per 
Centage basia only. Address “T.. 14606 
care of J CK 


WANTEI; A-1l jeweler, who can repair 
and set setones. Address **> 1461 care 
of J ey be 


BALPEAMIEN for all territorie new tine 
of die struck 14K charms, Capito! Watch 


(ase ('o., 5242 Tenth #t.. Union City. N. J 


RALEMBMAN retail: Fifth Avenue Jewel. 
er; precious jewelry State experience 
and salary Address “M 1h22.”" care of 
j (-K 


MAVERIENCED retail jewelry salesman 
send recent photo and detailed « x per) 
ence; confidential, Address “Ss 1776 
care of J C-K 


WATCHMAKER wanted; must be experi- 
enced with all types of repair top 
faliary to qualified man bench wor 
only. Hobert BE. Grise, 291 Main St., 
Danbury, Connecticut 


ABRBRIBTANT manager, salesman, for 
credit jeweler; opportunity for pleasant 
and ambitious person; southern Ohio: 
give age and experience in letter. Ad. 
drese “K., 1820," care of JI C-K 


SALEBMAN & assistant manager for 
credit jewelry & optical store; good op 
portunity for experienced man send 
full information to Bartley'’s, 247 Church 
Street, Norfolk, Virginia 


JEWELER with ability who ts aleo able 
to do stone setting; a fine place to 
work; state experience, married or 
single and where in the paat employed 
Address “8., 1801," care of JI C.-K 


JEWELER : first class experienced jeweler 
and setter who c an produc rr aome light 
special orders; no polishing is required ; 
permanent: tihio 2.60 per hour Ad 
dress “KE. 1799." care of J (-K 


RESIDENT Chicago salesman to carry 
fine pear! and diamond line for ble city 
better stores excellent resulte in New 
York ; will discuss permission and draw 

Address "“M.. 1770." care of J Ix 


WATCHMAKER; permanent position 
for experienced man; air condition- 
ed daylight shop; long established 
firm; commission basis; H. Rost & 
Sons, Decatur, Ilinois. 


BHORT gift line featuring interchangable 
pearl and colored stone cuff links. ear- 
rings and bracelets; also newest patent 
in pocket lighters; valuable territories : 
generous commissions Address “RR 
1825."" care of J C.K 


WATCHMAKER, experienced, all phases 
watcoh repairing; must be highly skilled. 
eMicient and top notch: juniors please 
do not apply; excellent opportuntt top 
wages, permanent Reply (“olony me a 
ere, 3086 Monrose Street, Toledo, (ohio 


MAN thoroughly experienced in retail! 
credit jewelry store work: store in Cen- 
tral Ohio: pleasant working conditiona : 
emiary $100.00 week; give full particu. 
lare and references in firet letter. Ad- 
dreas “K.. 1774." eare of J C-K 


WATCHIMAKER. expertenced five day, 
week iden! working conditions in 
Northern Ohio city, permanent fob 
state age, experience, salary expected, 
im firet letter. Address “R.. 2165." ear: 
of J eY i 


EXPERIENCED jeweler and stone setter 

wanted, in old established jewelry firm 

in Mastern Penneyivania: good working 

conditions, paid vacations and hospital! 

gation Address “Hi.. 1809." care of 
J CK 
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SALESMAN, 


SALESMEN wanted to sell nationally ad- 
vertined line of jewelry displays in 
southern California, Texas, midwestern, 
eastern and southern states fop com 
missions. Address “P.. 1697." care of 
, 


WANTED by old established = stor: 
jewelry repair man; preferably man 


able to do some watch and clock repair 
img; small city in northeastern New 
York Btate. Address “A., 1514," care of 
J €-K. 


JEWELER, practical man of fine ability 
with fifteen or more years’ experience ; 
capable of taking charge of about five 
jeweler» a fine opportunity for the 
right man; give information in detall 
Address “S., 1800.” care of J C-K 


FIRST class watehmaker; fine me- 
chanic; reasonable, fast, good work- 
ing conditions; attractive salary; in 
reply give full details and salary 
expected, John Uerfort, Watch- 
maker, Rosenberg, Texas. 


JUNIOR watchmaker, married, Ist 
class references, wishes permanent 
position with opportunity to advance 
in service; preference Florida or 
Colorado. Address, “B., 1796,” care 
of J C-K. 


JEWELER, experienced in diamond set- 
ting and all types of jewelry repair 
work for retail jewelry store located in 
central Onhio no combination watch- 
maker and jeweler wanted salary 
$100.00 week. Address “K., 1775," care 
of J CK 


MANUFACTURERS agent wanted: start 
the year with a winner; California, 
Washington, Oregon: 10 and 14K manu- 
facturere ring line to the retail trade; 
enough active accounts to keep you 
busy; etraight commission Address 
“K., 1694," care of J C-K. 


WATCH salesmen; territories open for 
men with sales experience and good 
following amongst retail jewelers ; 
drawing against commission ail re- 
plies will be held in strictest confidence 
Croton Watch Co. Ine., 404 Fourth 
Avenue, New York 16, N : 


MANUFACTURER'S representative, with 
following among retailers wanted for 
popular-priced sterling holloware line 
openings in mid-west, south, southweat 
and mountain states; prefer man cover 
ing one or two estates; liberal commis- 
sion. Address “EK., 1788," care of (*-K 


SALESMEN: one for southwest and 
one for southeast; best known and 
most comprehensive line of scarab 
jewelry, dise jewelry, identification 
bracelets and money clips; drawing 
account. Admark, 714 Sansom 5St., 


Phila. 6, Pa. 


America’s finest best 
known line of scarab jewelry, dise 
jewelry and money clips; Pennsyl- 
vania, New Jersey, New York, Ohio 
and Indiana; established accounts; 
drawing. Admark, 714 Sansom 5t., 
Phila. 6, Pa. 


CREDIT store manager; must have 
complete knowledge of installment 
selling and collection; also be able 
to train and supervise personnel; 
give full details in first letter; store 
located in Indiana. Address “H.., 
1706.”" eare of J C-K. 


CLOCK salesmen, experienced, with 
following, for established fast-sell- 
ing line imported clocks; New En- 
gland and middle west territories 
open; full details and references 
first letter. Address “K., 1818,” care 
of J C-k. 


SALESMAN for top, comprehensive iine 
of 14 K, sterling silver and gold filled 
charms bracelets. necklaces, earrings 
and men's goods now selling to the 
finer stores: openings in New England 
and the middle west available. Reply 
Charm Craft Corp., 198 Broadway, New 
York 28, N. ¥ 


OPENING in North Carolina for experi- 
enced man live wire salesman who 
understands jewelry business from A 
to Z: none other need apply married 
man preferred and must be capable of 
promoting, window dressing, credit and 
advertising : give full particulars in fret 
letter. Address “S., 1618," care of J C 


SALESMAN to carry an established man.- 
ufacture line of finé hand-set rhine 
stones and pearl jewelry with following 
in better jewelry, specialty and dept 
stores territory open Chicago and 
vicinity: give full details in first letter 
Encore Jewelry Co., 36 Fast 24rd Street, 
New York 10, N y 


OPPORTUNITY unlimited: we need you 
make in excess of $7,500 per year with 
opportunity to become a manager in the 
fastest growing jewelry chain in the 
intermountain west: immediate open- 
ings in several cities: please furnish 
adequate references Address “M., 
1761,” care of J C-K 


WATCHMAKER,. we need you: make up 
to $7,500 per year with unlimited op- 
portunity to reach the top in a fast 
growing jewelry chain in the intermour.- 
tain west: immediate openings in sev- 
eral cities: please furnish adequate ref 
erences. Address “M., 1762," care of 
J CK 


CLACK maker, capable of assuming com. 
plete charge and building his own de- 
partment: opportunity of a lifetime for 
aman of experience and integrity, to 
operate in an old-established jewelry 
store on main thoroughfare in large 
Faastern city. Address °“M., 1805," care 
of J C-K 


SALESMEN with following among whole- 
salers to represent manufacturer & im 
porter; excellent line of rosaries, 
medals, religious novelties ; liberal com 
mission: midwest south, west coast ter- 
eritories open: no objection to non con 
fiicting side line. Address “D., 15828,” 
care of J C-K 


WANTED salesman or manufacturer's 
representative covering Fast coast and 
possibly midwest; to handle a line of 
i4K gold cuff links and rings; muat 
have established accounts in exchange 
stores commission basis excellent ref 
erences necessary. Address ‘t; 1834,” 
care of J & : 

SALESMAN with a non-conflicting line 
to represent a manufacturer of wedding 
rings mountings engagement ring 
embiema, ets territory, Illinois, Michi 
gan and lowa: a very fine product, a 
good selling line strictly commission 


basis write in detail Address “S., 
1803," care of J C-K 


SALESMAN with a non-conflicting line to 
represent a manufacturer of wedding 
rings mountings engagement rings 
emblems, et territory, Virginia, Ten 
nessee, Georgia, North and South Caro 
lina: a very fine product, a good selling 
line: satrictly commission basis: write in 
detall. Address “S., 1802," care of J C-K 


SALESMEN; unusual opportunity to 
augment your present line with 
Marchal’s new “protrait in Crystal” 
jewelry; exclusive and nen-com- 
petitive; compact for travelling; all 
territories open. Marchal Wholesale 
Division Corp., 719 Fifth Avenue, 
N. ¥. C. 


WANTED live aagressive advertising 
man to take charge of advertising 
department for southern jewelry 
chain; must be familiar with copy 
lay-out, art work, promotional ac- 
tivities, ete.; salary commensurate 
with ability; apply Friedman's 
Jewelers, 805 Ellis Street, Augusta, 
Ceorgia. 
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WATCHMAKERS and department man- 
agers: openings in leased watch and 
jeweiry repair departments in leading 
department stores throughout country . 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay: 
state age, experience People’s Watch 
Repair Company, 120 Summit St.. 
Toledo. Ohio 


SALESMAN to sell established line of 
chests and cases for silverware to Lop 
grade jewelers and dept. stores in Mid- 
western territory covering the following 
states; Ohio, Indiana, Michigan, Lilinols, 
Wisconsin, Minnesota, lowa and Mis- 
sourl salary, traveling expenses and 
commissions Write giving thorough 
qualifications. Address “E., 1841,” care 
of J %, kK 


SALESMAN to sell established line of 
chests and cases for silverware to top 
grade jewelers and dept 
Southern territory covering the follow- 
ing states Florida, Georgia, Alabama. 
South Carolina, North Carolina. Ten 
nessee, Kentucky, Virginia, West Vir- 
ginia and Washington, Db. C salary, 
traveling expenses and commissions 
Write giving thorough qualifications 
Address “E., 1842.” care of J (C-K 


stores in} 


MANAGER for one of largest credit 
jewelry chains in Metropolitan New 
York area; full charge sales, window 
trimming, personnel, collections; top 
earnings; right man will eventually 
advance into executive headquarters ; 
give full details first letter including 
age, experience, past earnings, 
photograph; our organization knows 
of this ad. Address, *“T., 1839,” 
care of J C-K 


WATCH SALESMEN experienced hav- 
ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan accepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 
Address, “F., 115,” care of J C-K. 


WATCHMAKER, firet class “cash” store 
experienced high gerade watches: mod 
ern shop pleasant surroundings 
straight percentage-highest ; supply own 
material; own bench and equipment 
should have watchmaster price ache- 
dule set by mutual agreement work 
done on new watchees-trade rates: all 
work guaranteed for one year: 5% com- 
mission on merchandise sales: give age, 
experience, references family statue 
and snapehot in first letter Address 
“B.. 1790," care of J C-K 


SALESMAN for very firmly established 
southern states territory; outstand- 
ing opportunity for oustanding 
man; Virginia, North Carolina, 
South Carolina, Georgia, Florida, 
Alabama; hundreds of current ac- 
tive retail jewelry accounts; excla- 
sive representation; fully protected ; 
nationally known manufacturer of 
highly regarded and competitively 
priced line; manufacturer of highly 
styled gold diamond rings, wedding 
rings, stone rings; our sales force 
knows of this ad; replies confiden- 
tial, Address, “P.. 1837," care of 
J CR. 
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JEWELEY salesmen, retail following, sell 
Vari-Gem, one of the hottest ideas in 
jewelry store merchandise; it is the 
only gold stone ring line where re 
tailer himeelf can interchange and s#e- 
curely reset a variety of birthstones and 
onyx stones in a Vari-Giem ring in 60 
seconds; compact line, excellent com- 
mission; territories open: Texas, Oxkla- 
homa, Louisiana, Minnesota, Wisconsin, 
Michigan, Northern & FEastern Ohio, 
Pennsylvania ‘(excluding metropolitan 
Philadelphia), Maryland, Washington, 
D>. ©. Virginia and West Virginia: pro 
tected territories ; supply references and 
experience; confidential. David Pfeffer 
(‘o., Ine., 106 Fulton S8t., New York, N. ¥ 


ESTABLISHED manufacturer has an 
opening for a salesman to sell one 
of the finest high grade sterling 
silver filigree lines that is manu- 
factured; also goldfilled and rhine- 
stone jewelry that is sold direct to 
the retailer and department stores; 
no objections to a non-conflicting 
line; all this merchandise comes 
beautifully boxed with a three time 
mark up and is in great demand and 
sold to the better jewelry stores; 
territories open; states of Michigan, 
Ohio, Illinois and several other 
states that we may give you if your 
sales record proves you are worthy 
of this line; all replies held in 
strict confidence. Address, “B., 


1833,” care of J C-K. 


For Sale 


Steres, Stocks and Businessecs 





JEWELEAY store wish to retire same 
location for 25 years; long lease. Ad 
dress “S., 1780." care of J C-K 


JEWELAEY store for sale: small town in 
Arkansas; must act now; opportunity 
for worker. M. M. Gordon, 81 Madison 
Bide., Memphis, Tenn 


JEWELEAY store: modern, established 
cash jewelry shop; medium siged city 
N. J. metropolitan area; good clientele ; 
stock $25,000. Address “‘L., 1829," care 
of J C-K 


DUR to death of owner, small jewelry 
store in Los Angeles, Calif plenty of 
repair work, established 10 years, good 
location, rent $75.00: muet sell. Address 
“H., 1804," care of J C-K, 


JEWELEY store, modern, well established 
store in excellent Nassau County, N. Y 
location: Will sacrifice: other interesta : 
10 year lease: low rental; $15,000. Ad 
dress “S., 1814," care of J C-K 


SMALL, jewelry store rapidly expanding 
Northwest area, good location, low over. 
head, lots of repair work, ideal for 
watchmaker, sell reasonable Write 
517% 18 North Beattle, Wash 


LEADING quality jewelry store for sale 
Florida city, population 51,019, trading 
area 190,000; all leading lines: same 
location for twenty years interested 
parties contact “K., 1817," care of J C-K 


MEAUTIFUL, modern sowery store in 
Seattle area: stock, xtures & equip 
ment total $26,000; sale price $15,000 
with $5,000 down to responaible parties 
Address “C., 1830," care of J C-K 


ESTABLISHED 25 years; reputation for 
carrying largest and finest inventory in 
one of country’s wealthiest agricultural! 
regions: will reduce stock to suit Ad- 
dreas “H., 1786." care of J C-K. 


JEWELEY store in prosperous Utah 
town; good business and large payroll 
future; fully eauipped shop; a! 
lines ; excellent for watchmaker: inven 
tory price. Address “P., 1831," care of 
J C-R. 


IMPORTER of exclusive line of all kind 
of smokers articles and other gift iteme 
in sterl.. G. F. 14 kt sales tested wishes 
to sell $ for § hie national distribut 
business due to retirement Address 
“U., 1844." eare of J C-R 


SCSTABLISHED jewelry store; finest lo- 
cation in Philadeiphia, Penna fine line 
of watches, diamonds, silverware; ex 
cellent repair volume; some credit busi 
ness . owner leaving state. Address “l’., 
i781.” care of J C-RK 


JEWELEY atore, in northern Arisona ; 
grossed $20,000 1955; present inventory 
$28,000; you can’t find tte equal; two 
heart attacks, altitude GO0S0 feet, leave 
me no choice but to sell. Address “ti... 
1797.” care of JI C-R 


‘ENTRAL lLIllinote’ moat modern jewelry 
store franchises finest lines china, galiaaees 
and silverware: modern, air conditioned 
interior: exeellent watch repair tbusal- 
ness: will sacrifice for $35.000. Address 
"W., 1798," care of J C-K 


INSIDE and outside jewelry operation for 
sale: $400,000 yearly volume: southern 
(‘alifornia: ineludes etock, fixtures, a: 
counts receivable, lease if chain estore 
operator, no cash required Addrers 
“Ss 1787," care of J (*-K 


FOR SALE: cash jewelry store; will re 
quire investment of approximately $100 
H00 good reputation; within § thirty 
five miles of New York City; estab- 
lished over thirty-five years Address 
WwW 1791," eare of J CK 


iIRFWELRY store, excellent corner ioca 
tion, air conditioned, modern fixtures, 
clean stock, five year lease avaliable 
all top lines with many exclusive, ef 
tablished 25 years; desire to retire. box 
1710. Port Myers, Fila 


JEWELERY atore in upper Weetcheste 
very modern, centrally located, estab- 
lished 18 years, annual gross $40,000 
large repair business, good clean stock 
2°, O00 will reduce to suit buyer 
owner Wishes to retire Address “K 
1772." eare of J CK 

FOR seal central Arkansas jewelry 
store: $50.000 to $60,000 trade aren 
modern front, air conditioned jewelry 
store in this location over 60 year 
good credit and cash business; will ad 
just inventory to suit buyer; selling be 
cause of other business interests Ad 
dress “L.. 1768," care of J C-K 


ESTABLISHED 1868; good lease; low 
rent; ideal location; good repair 
business; air conditioned; annual 
volume $75,000 to $100,000; city of 
50,000; draws from very large rural 
area: owner wishes to retire; this is 
not for auctioneers sharp opera- 
tions; Taylors Jewelry Store, 115 


Park Ave. Plainfield, N. J. 


NATIONALLY known jewelry manutac 
turing company, centrally located, for 
sale: owner wanta to retire: manufac 
turers of platinum and gold jewelry, 
masonic rings, wedding rings and en 
graved wedding rings complete mod 
ern casting department epecializes in 
special order work, also repair work 
and setting work Address “B., 1721,” 
care of J C-K 


CAMPUS jewelry stores ownership is 
profitable and just plain fun; at the 
University of Arkansas in Fayette- 
ville a brand new store has just been 
established which hae a wonderful 
cash sales opportunity for selling 
engagement rings, college clases rings. 
fraternity jewelry, waich repair, ete. 
to 5.000 students and faculty and 
20,000 residential citizens; hand- 
some fixtures; complete repair de- 
partment; clean stock; total price 
$5,000; Waugh’'s Jewelers, Norman, 
Okla. 


(Continued on page 186) 
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For Sale 


Teels, Equipments 


EZYREDE magnifiers and readers 
offer you fine extra sales and profits 
to your trade; why not send for our 
new 1956 complete magnifier cata- 
log today; Apex Specialties Co., 
Providence 9, R. I. 


—_—_—_—————aSnr:_ 
Business Opportunities 


© 


BVERY BVFORT ta made by The Jewel. 
erje’ Ctroular-Keysatone to keen ite ad- 
vertising columna clean Advertisers 
under Husiness Opportunities, etc., muat 
furniah trade relerences Announce- 
ments must pass the atrict censorship 
requirements of The Jewelers’ Circular 
Keystone 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 353. 


ANTHONY J, GREGORY, Auctioneer, 
6748 No, Ashland. Br. 4-7303, Chi- 
cago 26, Ill, 


RING manufacturer, diamonds, cultured 
pearls and Linde Stare seeks tie-in with 
jewelry chain and catalog houses to 
supply all ring needs at favorable terme 
Piease write to "B., 1811." care of JI C-K 


RAISE cash immediately through a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York: see our 
display ad page 163. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 
mont St... Boston, Mass. 


CASH for your store, regardless of 
amount: if you really want to sell 
now and get the highest dollar write, 
wire or phone R, A, Zanone & Co., 
fl Madison Bldg. Suite 701-2-3, 
Memphis, Tenn, Phone 5-0660, 


BAMUEL GANBBURG will buy your sur- 
plus or entire stock and fixtures or 
estate: for caah my direct outlet en- 
abies ne to pay you higher prices: bank 
and trade references of the highest 
character Write, 15-17 Matden Lane, 
New York. Telephone Rector 2-5928 

MANUFACTURERS of diamond and cul- 
tured pear! rings with national dis- 
tribution interested in tie-in with an- 
other manufacturer selling to retall 
jewelry trade, catalog houses and 
similar operations, to pool salesmen 
all replies held contd ntial. lease 
write to "Ti., 1810." eare of JI C-K 


DO vou need ecash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for § for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
rises, S80 Fifth Ave.. New York 
19, N. ¥. Telephone PL 7-4693; 
See page 103 for additional details. 
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THINKING about a sale to closeout, 
liquidate, retire, raise cash; our 
quality services have been used and 
endorsed by over 1500 retail jewel- 
ers im the last 36 years; we are 
recommended by salesmen, whole- 
salers and the top manufacturers in 
the trade; you owe it to yourself 
and to your customers to investigate 
our background and reputation be- 
fore selecting a reliable firm; for 
particulars write, wire or phone 
Wilson Sales System, 420 Madison 
Ave., New York City. Telephone 
Plaza 8-2110; also, we buy stores 


for cash. 


AMERICA’S foremost jewelry aue- 
tioneer; there is no substitute for 
experience; ours is a professional 
service by a professional jewelry 
auctioneer; we have no agents and 
you will get no fictitious promises; 
we can tell as close as humanly 
possible what a stock will realize; 
we will advise whether, as frequent- 
ly is the case, a jeweler should sell 
his business outright in its entirety 
and, if he desires, we can help him 
make such a sale; our professional 
service has been put to use for stores 
and situations as varied as: Steiner's 
Sutton, Nebraska, population 1,500; 
Feagans Company, with a $3,000, 
000 inventory, of Los Angeles; a 
combination sale for six leading 
jewelers of St. Louis; Bunde & Up- 
meyer, Milwaukee; Ben Tipp, 
Seattle; Middleton's T., Lauderdale, 
Fla.; Geiger & Ament, Louisville, 
Kentucky; Thomas & Thomas, 
Colorado Springs, Colo.; to men- 
tion only a few of the hundreds of 
successful sales we have conducted; 
write for a list of sales that made 
auction history: consult us in con- 
fidence. Thomas J. Faussett, Howell, 
Michigan. 


mee 
Wanted to Purchase 


WILL pay cash for suplus names watches 
and braceleta, electric shavers and 
kindred merchandise. Address “C., 1777," 
care of J C-K. 


WANTED to buy jewelry store doing $50,- 
000 or more in the central States: no 
credit store, please. R. hk... Mueller, care 
of Lake View Hotel, Lessburg, Fila. 


STERLING silver flatware and standard 
brand watches: immediate payment or 
estimate by return matil: references 
Jewelers Hoard of Trade or Dun & 
radetreet. London Watch Co., 15 W. 
44th Btreet, New York City. 


888 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
serap gold, silver and platinum; 
check by return mail. References; 
Dun & UEradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 


WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknow!l- 
edgement of your shipment same 
day by phone: our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bidg., Suite 701-2-3, 
Memphis, Tenn. References; Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. Kk, 


108 Beale Ave., Memphis, Tenn. 


| AR EEE NAME RAAT DEN oT. RR EAI AAO WESSON OBERT ee ION 
Watch Work, etc., for 
the Trade 


TRADE watch repairing; 5 day service, 
guaranteed work washed 
polished 270 years experien 
(haskin, 571 West Market St., 


CASECE 


York, P% 


EXPERT watch repairing for the trade; 
Watchmaster timed: work guaranteed 
reasonable prices, quick service on al 
type watches Irwin Farber, 9620 
Cadillac Ave., Baltimore 7, Md 


COMPLICATED and plain watch repair- 
ing: chronograph cleaning, 3%; watches 
timed on Watchmaster, one week's ser- 
vice Felder’s, 11723 62nd St Brooklyn 
19. N. ¥. Gedney 6-5200 


expert and guaranteed 
Watchmaster tested 
prompt service prices on request mail 
orders invited David Migdal & Co., 
109-RB Summer St., Tel. Hu 2-9547 


BOSTON, Mase 
watch repairing 


QUALITY watch repairing i« our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 
47th St., New York, N. Y. 


watch repairing for the trad all 

guaranteed for 1 year | to §6 

service: watchmaster tested: rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 8. Marion St Oak Park, 
[il. 


WATCHES, clocks and jewelry repaired 
on premises by first class Swiss watch- 
makers we sell watches, clocks and 
jewelry : written guarantee with all our 
work buy your watch here with a 
written guarantee Manna Eros., 101 
W. 44th St.,. New York 36, N. ¥ 


a oeeeneeereaneiaanmaiaeaenneleiaiedeiiantetmeenseanintinianenemeeaieieniiemaamanntaimaial 
Special Order Work and 
Repairs for the Trade 


ENCRIUSTING, engraving, drilling: pre- 
cious, semi-precious stones furnished and 
eut: fraternal emblems encrusted : seals 
engraved : epecial orders. Harry Braun- 
feld, 108 Fulton St.. New York City. 
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Gind Gr Breclueren 


"AS CLEAR AS YOUR HAND BEFORE YOUR FACE” 


° “A pig in a poke.”——“The game isnt worth the 
candle.”—“The cat's out of the bag.”——“Not worth a 
tinkers’ dam.” 

Many of these--and other equally familiar analogous 
expressions which most of us use, we use without know- 
ing the original meanings, 

We got to thinking of another expression the other 
day; “As clear as your hand before your face.” Certainly 
the literal meaning of this is evident.But we took to 
wondering if it were such a forceful analogy. The way 
most people apply it, it may actually mean no more than 
those other expressions whose literal meanings have been 
lost in antiquity, Let's analyze it, 

Hold your hand before your face, Right now. Go on, 
do it. Look at it, palm facing you. 

Is it so clear? 

Or, are you so familiar with your hand that you dis- 
miss it as something you know all about? Thus, do you 
actually look at your hand without seeing it? 

Stare at it again, try to look at it as though you had 
never seen a hand before. Look at it as you might a 
new machine. Look at those four long things that 
grow out from the main part of the hand. Why are they 
as long as they are? Why not twice—or half as long? 

Slowly bend those four fingers toward you. Notice 
how neatly they fold, to serve as grippers, This will direct 
your attention to that shorter and heavier fifth finger, 
the “thumb” which serves so well to oppose the other 
four and give them added power, more extended usage, 
and to act as a lock, 

Depending upon one’s powers of concentration-——and 
ability to look at something without a preconception of 
it-—-this study of even so familiar a thing as a hand could 
he carried on to some interesting observations. Hmm-m? 

So, it is with many other things with which we daily 
associate; things which are “As clear as the hand before 
your face”-—~and frequently no clearer. 

A case in point may be your own store. You have 
lived with it a long time-—but, have you actually seen 
it lately? 

If you wonder about this, tomorrow when you go in 

or today when you come back from lunch—step 
through your door as though this establishment belonged 
to someone else. Then look at your stock as though you 
were not in the jewelry business. With a really detached 
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attitude—-as a complete stranger to your merchandise 
you may be able to feel the excitement your store has fo1 
tue average layman. 

Look at your display of diamonds, silver, jewelry. Dee 
these for the romantic, beautiful, precious examples of 
art, which they represent to your customers, 

Now look at your watch display.--Oh—-Oh! That may 
break the spell and put you back in character; again a 
jeweler, For it is difheult for most jewelers to look at 
their watch department without being shocked by the 
thought of their present volume compared with that of 
those recent years when the public was watch-hungry. 

Yet, there is still a big business in watches: millions 
more are being sold today than were being sold each 
year before the war. And, in those days, the watch busi- 
ness was accepted as a good and important part of the 
jewelers’ volume, 

The watch business deserves a good, studied, fresh. 
basic look by the jeweler. 

He should actually see the power for more sales that 
lies in that department. To do this he must have the 
detachment that will enable him to see a watch the way 
his customer can be made to see it. Only then, can his 
instinctive merchandising and selling skills be applied 
effectively, 

Maybe this procedure is, “stepping back so that you 
can see the forest instead of the trees,” or perhaps for 
you, it is “stepping closer so you can see the trees instead 
of the forest.” 

lt matters not, your present attitude toward watches. 
It does matter if you take these staple items for granted 
to the point of ignoring the existing opportunities for 
selling them. 

This month our editors looked at the watch. Come look 
with them on page 58. Do this in your interest of seeing 
them as the volume builders they are (in the full in- 
tended meaning of the expression), “As clearly as your 


hand before your face.” 


Meee A Kee. 


EDITOR 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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=) YOU SAVE $\E DD oven sto Retiring 


First Love PRICE... (i). Fternally Yours 
. 
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Feature this 1847 sale banner 
starting April 1! O atau 





Ihe most exciting silverware event this spring — retirement “[¥ 
Re: a . a vs eae), *, 
of “First Love” and “Eternally Yours’—two favorite “1847 ~~ Yi y= 
patterns at a special saving guaranteed to attract extra traffic! 
- < 
For a limited time, a 55-piece set in “Eternally Yours” o1 ~ y 
f ; 
“First Love” (regular $100.90 open-stock value) will be .) f 


offered at only $49.95! (Chest optional, extra.) f rr etees 


[Ihe promotion’s set to go—so this is the time to plan Cy ® 04) : se 








your tie-in! 


Banners (like the one shown reduced on this page), news- 
paper mats and window cards are available through your 
“1847” representative or Approved Wholesale Distributor. 











1S47 ROGERS BROS. 


America's Finest Silverpiate Made Only by The international Silver Company, Meriden, Conn. 
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Liisi — the first really modern rose pattern 
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magnificent style-setting creation! 


Your CUSTOMERS need no longer 
make a difhcult choice between a modern 
sculptured pattern and the romantic rose 
inspired designs. 

Here is the newest of the new! A lovely 
rose, carved on a swelling column, in purist 


classic sty le. 


The feel, the balance and the detail are 


Sr WZ, its Si 4 (7 +f 


Heirloom® Sterling craftsmanship through 


and through. 


Silver Rose* was born to be a leader! lt 
sets a style that will endure through the 
years. Available in the “Six-plus-One” place 
setting, only $33.75. Be sure to display this 
happy choice pattern at once. Display mate 


rial is ready tor you to use. 


ONEIDA LTD. SILVERSGMITHS - ONEIDA. N.Y. 


rv} irks 


Something Special 


lo introduc c the new Silver Rose pat 
tern —a sterling silver fork with a lovely 
Imperial glass dish for lemon slices, 
for relishes. Only $3.75, Federal Tax 
included Gift boxed 


Por further Oneida Lid. news 
see pages 106. 167 





